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Summary
This study is an examination of the factors which influence the success
or failure of the tourism industry in Ireland. This research incorporates
the views, opinions, and commentaries of leading figures in each sector
of importance for this key industry within the Irish economy.

An

examination of various bodies charged with the management of the Irish
tourism industry, since its inception as a recognised commercial entity,
is included in this study.

This research highlights the confusion that

has surrounded the constitution, mandate, and nomenclature of these
national management bodies in recent times.

A significant finding of this study is that, irrespective of marketing
budgets and strategies, the Irish tourist industry is keenly susceptible to
sudden reverses in fortune as a result of unexpected changes to local or
global conditions, especially when such occurrences create a perception
of danger to personal health and safety. Recent difficulties, such as the
Foot and Mouth epidemic and the terrorist attack on September 11,
2001, in the USA, have challenged the efforts of those responsible for
promoting and managing the Irish tourist industry.

This study

illustrates how unforeseen circumstances adversely affect the marketing
of Ireland as a tourist destination.

In an international context, this research confirms the predominant
importance of the North American visitor to the economy of Ireland and
the vulnerability of the industry when potential tourists are discouraged
through their changing domestic circumstances or, by any negative
media images of Ireland abroad.

This research explores the challenges

now facing Tourism Ireland Limited and other sectors responsible for the
destination marketing of Ireland.

Vlll

Chapter 1

Introduction
Travel in Ireland is an ‘extra-ordinary’ experience
(Cronin, 1993: 61).

1.1

Introduction

This research study is an assessment of the tourism industry in Ireland,
incorporating the many and varied adverse factors that it encounters in
its efforts to successfully market Ireland abroad and in the domestic
market. Tourism, as a habitual human activity coupling exploration with
an innate hunger for knowledge, has been a recognised phenomenon
since the history of mankind began.

Together with the shaping and

organisation of all human activity and the steady growth of civilisation,
tourism has also evolved into a comprehensive industry, moulded by the
economic necessities of each region and nation in the world and driven
by the expansion of sophisticated marketing techniques to ensure
maximisation of development and revenue.

From humble motivations and through necessity, tourism had its
inception.

Man has been travelling for military and business reasons

and in search of food since prehistoric times. Carvings in the tombs of
the pharaohs of ancient Egypt depict royal parties taking tours for pure
pleasure and in ancient Rome many people travelled to the city to watch
the games and athletic contests (Wahab et al., 1976). According to Witt

1
and Moutinho (1995), people’s desire for travel is related to their
immediate sociophysical environments and the appeal of the beyond.

According to Rogan (2003), tourism is one of Ireland’s most important
economic activities, accounting for over 60% of the country’s exports of
services.

The Minister for Tourism, John O’Donoghue, states that

tourism is the second biggest earner for the Irish exchequer, consisting of
€4 billion in foreign revenue and €1.2 billion in domestic expenditure,
supporting 150,000 jobs in the economy and currently receiving 7.2
million visitors for the year end 2002.

Down through the years tourism has endured the influence of many
diverse factors.

World economic factors, together with such adversities

as natural disasters, terrorist attacks, and, in particular, world wars,
have adversely affected tourism since it was first recognised as an
industry.

The Irish tourism industry has suffered greatly from many

such factors, particularly, in the recent past, with the political unrest in
Northern Ireland.

Government policies, including the deregulation of

airlines, have greatly supported the industry.

This study examines the Irish tourism industry in its many facets as it
presents itself to the world today. It also observes development decisions
that are on the point of being activated and the strategic and creative
thinking that will unravel the future complexities governing the economic
potential of this sector. Bord Failte, the body that was solely responsible
for both the domestic and international marketing of tourism for the
Republic of Ireland in the past, has gone through many changes in the
years since its inception and it is about to move forward in yet another
major new configuration.

Tourism Ireland Limited (TIL), the new

company responsible for the international marketing of Ireland, was
established under The Belfast Agreement, (also known as The Good

Friday Agreement). TIL is operational since 1 January 2002, and is now
responsible for the international marketing of Ireland.

The tourism

industry in Ireland will depend on the ability of Tourism Ireland Limited
to manage unforeseen crises, and it will be central to the relative success
or failure of the tourism industry in Ireland into the future, thus creating
a new chapter in the story of marketing Ireland in the face of adversity.

This chapter provides an overview of the Irish tourism industry and how
it became established as the second biggest earner for the Irish
exchequer.

A historical overview of Irish tourism is presented in this

chapter and a detailed description of historical events, including an
examination of past procedures, are included to establish a contextual
background for this study.

Finally, the research focus of the study is

outlined and the methodological choice discussed.

1.2

Historical Background to the Irish Tourism Industry

Since the Victorian era Ireland has been popularly regarded as a
place of great natural beauty worthy of the traveller’s gaze
(O’Connor, 1993: 69).

Tourism plays a major role in the world economy and is expected to
become even more important in years to come (Witt and Moutinho,
1995).

As an industry it has a marked impact on employment, the

balance of payments, and the economic stability of many countries.

Ireland as a country has benefited enormously from tourism.

Tourism

has had a major influence on the economic and cultural fortunes of
Ireland for over a century (O’Connor and Cronin 1993). In the year 2000,
tourism was worth €4.8 billion. This figure includes out-of-state tourist

expenditure, including spending by visitors from Northern Ireland, fares
to Irish carriers,

and domestic

tourism expenditure.

The

Irish

government earned approximately €2.0 billion in 2000 through taxation
of tourism expenditure and the industry supported 145,000 jobs.
Overall, the performance of Irish tourism in the year 2000 was on a par
with European and world averages (Brown, 2001a).

Ireland has played host to many visitors since time began: monks
carrying messages from Rome; scholars coming to study; merchants
buying and selling butter and wine, along with the many invaders this
country has had over recent millennia (Bord Failte, 2000). According to
Houston (1993), it was physical and mental well-being that propelled the
first tourists to Ireland. Bathing in the sea, Taking the waters’ or Taking
the cure’ was recommended by the medical profession of the time as a
remedy for a range of physical disorders. As a direct result of this, spas
developed at Lucan, Mallow, and Castleconnell. These Irish spas were,
in effect, the first Irish holiday resorts and, consequently, coastal villages
became very busy. Among the upper classes a huge interest in scenic
tourism grew and because of this the west coast of Clare became very
popular. Houston notes that, as early as 1795, the Ennis Chronicle ran
advertisements for the ‘rental of houses for the saltwater season’; and
also states that famous author Charlotte Bronte spent part of her Irish
honeymoon at Kilkee in 1854. Alfred Lord Tennyson also visited Kilkee
in the company of his friend Sir Aubrey de Vere.

In August 1858, the Limerick Chronicle reported that:

Several noblemen and others of the elite with their families have
already come and gone, and many highly fashionable people are
staying at present in Kilkee. Kilkee is evidently rising to importance
as a fashionable maritime resort (Houston, 1993: 16).

Charles Bianconi, an Italian born in 1785, played a major role in the
development of Irish tourism when he arrived in Ireland at the age of
sixteen in 1802.

Bianconi was in the business of selling prints in

Clonmel but he found the coach service inadequate to cope with his
business needs. As a result, he developed a network of horse-drawn cars
painted in bright red and yellow.

In doing so he provided an efficient

scheduled coach service linking the major towns in the south and mid
west. Bianconi linked up with hotels for stop-overs, and began to offer
the first packaged tours.

In his heyday Bianconi had 100 vehicles and

1,300 horses, and they covered 1,632 miles every day until the railway
network spread throughout Ireland in the nineteenth century (Bord
Failte, 2000).

When the South Clare Railway opened in May 1892, linking Kilkee with
Cappa Pier, where the steamer from Limerick moored, the result was
economically significant for Kilkee (Heuston, 1993).

Heuston reports

that, from 1892, there was a significant increase in the numbers of
worshippers at Kilkee’s Church of Ireland during the peak months of
July, August and September.

In County Wicklow, Bray became a popular resort for the same reasons
as Kilkee, and, according to Davies, the upper classes, as part of a tour
of Wicklow, visited Bray “to gain the benefit of sea-bathing and bracing
air”.

Much of Bray’s success as a resort was also attributed to the

introduction of the railway service, after which it began to flourish as a
destination.

During Easter 1861, four thousand rail visitors were

reported to have visited Bray, while in the same year nine hundred and
thirty people arrived at Whitsun on the 10 a.m. excursion train from
Dublin (Davies, 1993).
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Ease of access resulted in a large increase in holiday-makers.

The

railway companies of the time promoted travel by providing ‘throughtickets’ from major cities in Ireland,

England, and Scotland, via

Hollyhead and Dublin, and onwards by train to Connemara, the west
Clare resorts, or Killarney (Houston, 1993).

The scheduled steamer

service that linked up with the railway began in 1836 with the
establishment of the British and Irish Steam Packet Company.

This

company operated freight, livestock, and passenger services between
Ireland and Britain:

TTie railway boom opened Ireland in a manner which was never
before possible.

A Guide to the Donegal Highlands, published in

1845, describes how a traveller from England can catch an express
train from Euston London at 7.30pm, connect with a steamer at
Hollyhead at 1.15am, arrive at Greenore at 6am on the following
morning, catch a Great Northern Railway train which will be waiting
at the platform, enjoy a good Irish breakfast and be at Strabane by
9.45am (Bord Failte, 2000: 21).

The new railway phenomenon of the nineteenth century was directly
responsible for some of the large hotels that still exist today. The Great
Southern and Western Railway Company built hotels in Killarney,
Parknasilla, Caragh Lake, Kenmare and Waterville during the 1890s.
The Midland Great Western Railway Company built a hotel at Eyre
Square in Galway, and other railway hotels were built in Sligo and
Mulrany.

Local landowners also played their part in the overall

development of Irish tourism, and, in the case of Lord Kenmare, whose
estate included the Lakes of Killarney and Tore Waterfall, a deal was
done whereby, in exchange for giving the railway company a site for a
hotel. Lord Kenmare sold tickets to visitors who wanted to view the lakes
and the waterfall on his land (Bord Failte, 2000).

According to Nash

(1993), the West of Ireland began to feature in travel accounts from the
1850s. Nash notes that this was due to the growing taste for exploring
primitive areas and thus the region came to be the subject of travel
literature.

Nash reports that by the

1900s, organised tours to

Connemara were being advertised to promote the area.

Nash also

concurs with reports on transportation from Houston (1993) and Bord
Failte (2000) when he states:

It was also the result of the development of transport links which
facilitated the opening of the region to tourists (Nash, 1993: 93).

1.3 The Irish Tourism Association and the Irish Tourist
Board

F.W. Crossley established the Irish Tourism Association (ITA) in 1893.
Crossley was the first entrepreneur to market Ireland as a holiday
destination.

In 1899 he invited a group of British parliamentarians to

tour the country.
journalists.

They were accompanied by several Fleet Street

Later, in 1909 he set up an Irish tourism office in London

(Bord Failte, 2000).

The First World War, the Easter Rising, and the War of Independence in
Ireland seriously curtailed the development of tourism in the early
twentieth century;
operations.

consequently,

the ITA had

to close down its

According to Houston (1993), the First World War led to a

significant reduction in the Anglo-Irish population.

Added to this were

the tensions of living in Ireland during the War of Independence. As a
result, people who had enjoyed holidaying at Irish resorts reverted to
English and continental holiday destinations.

After the war, in 1923, J.C. Foley set up a completely new tourism
association, using the same name that Crossley had used in 1893, (the
Irish Tourism Association ITA).

This association had no connection to

that previously established and subsequently abandoned by Crossley.
Initially this organisation had no support from the state, and was funded
only by railways, shipping lines, hoteliers and retailers, and by some
councils and corporations.

In return for subscriptions to the ITA, hotels were promised entry into
the Tourists Guide of Ireland. As a result, three hundred hotels enlisted
in the guide which constituted the first ever accommodation guide for
Ireland.

These subscriptions and the funding from the stakeholders

(railway, shipping lines, retailers, hoteliers, councils and corporations),
alone, could not support the ITA.

It soon became evident that this

organisation could not survive without government funding.

In 1939, the Tourists Traffic Act was introduced by the then Minister for
Industry and Commerce, Sean Lemass, and this provided for the
establishment of a new board. The Irish Tourist Board (ITB), with J.P.
O’Brien as its chairman.

The Tourists Act also obliged all hotels to

register with the new board, and those who failed to comply could not be
deemed a Tioter or use the word in its title (Bord Failte, 2000).

During Sean Lemass’ term as Minister for Industry and Commerce, the
then Taoiseach, Eamon de Valera, on returning from a visit to the
Shannon estuary at Foynes, where flying boats (large passenger planes)
were landing, complained to Minister Sean Lemass that the facilities at
Foynes should be improved. As a result, Sean Lemass immediately set
about improving flying facilities at Foynes. Even though the fl3dng boats
eventually gave way to conventional aircraft, resulting in a change of
location from Foynes to Rineanna - where Shannon Airport stands today
8

- the attention given by Minister Sean Lemass to the area paved the way
for the development of Shannon Airport. Aer Lingus, Ireland’s national
airline, was established in May 1936, and it operated its first commercial
flight on 27 May 1936. The lolar, a five-seater De Havilland DH84, flew
from Baldonnel to Whitechurch airfield near Bristol.

The early flights

were undertaken in co-operation with Bristol and West Coast Airlines.
Aer Rianta, (the Irish Airport Authority), was set up in 1937 when the
first flights linked Dublin and Croydon near London (Bord Failte, 2000).

Unfortunately, Irish tourism was to experience another setback with the
outbreak of the Second World War, causing Bord Failte to suspend
promotional activities for a further six years.

Heuston (1993) confirms

that the Second World War brought problems of access to Irish resorts.
Almost all car traffic ceased and the number of buses and trains were
greatly reduced.

After the War, in 1945, the Irish Tourist Board (ITB) resumed operations
and proceeded to develop a new guide to hotels and guest houses. The
board then proceeded to check and grade these establishments. Tourism
began to flourish again with a marked influx of British tourists:
In Britain in the decade after the war, more people than ever before
took holidays at seaside resorts, and Irish resorts also saw an
upsurge in popularity (Heuston, 1993:24).

In 1952, the government established two new organisations to promote
tourism, Bord Failte and Fogra Failte.

These organisations were later

amalgamated into one organisation, Bord Failte, under the Tourist Traffic
Act of 1955, and the first Director General, Dr Timothy O’Driscoll was
appointed in 1956. Dr O’Driscoll formally introduced marketing as it is

known today and he obtained funds under America’s Marshall Aid to
finance the first study of the industry (Bord Failte, 2000).

1.4 The Northern Ireland Tourist Board (NITB)

The Northern Ireland Tourist Board was set up in 1948.

The primary

function was to promote Northern Ireland as a tourist destination.
According to McArdle (1995), the Northern Ireland Tourist Board (NITB)
was the first regional tourist board set up in the United Kingdom and
was funded by the Department of Economic Development. The Northern
Ireland Tourist Board worked in co-operation with Bord Failte. In 1968,
the NITB appointed its first Marketing Manager. According to McArdle,
the role of the board was to establish an intensive selling programme in
Britain and the Republic of Ireland.

The Marketing Department at the

NITB developed and introduced marketing techniques and invested
considerable amounts of money in national television and newspaper
advertising;

More money was invested in advertising and promotion which led to
a national TV and newspaper advertising campaign (McArdle, 1995:
43).

According to McArdle, when the troubles began in 1969 in Northern
Ireland, the NITB continued to collaborate with the British Tourist
Authority and with Bord Failte, but, due to continuing unrest, the NITB
declared Northern Ireland as “unsaleable” in 1972, and adopted a low
profile approach to marketing. As a result of this the board cancelled its
national advertising campaign in Britain, in the Republic, and elsewhere.
Bord Failte felt obliged to protect its ovtm identity and to distance itself
from the Northern Ireland situation:
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During this difficult period the industry was obliged to project an
image of the Republic of Ireland which was distinct from Northern
Ireland (Bord Failte, 2000: 16).
Even though the tourism industry was experiencing difficulties as a
result of the troubles, the Northern Ireland Tourist Board and Board
Failte continued to have close links and shared promotional stands at
trade shows abroad.

These links would prove to be very important for

the future:

Tourism is a social and economic force, but it is very much also a
force for peace and understanding between peoples. Our continuing
co-operation with Northern Ireland and Britain is heartening (Bord
Failte, 2000: 16).

1.5 Bord Failte: The Development of the Marketing of
Ireland (1956-2003)
When the first study of the tourism industry was completed in 1956,
Bord Failte set about segmenting the market in order to target groups of
people that were likely to visit Ireland. Bord Failte also began to look at
the standard of accommodation available to tourists. In 1956 a number
of grants and schemes were introduced in order to encourage the
upgrading of facilities.

A State Guaranteed Loan Scheme was set up

offering loans at a 3.75% interest rate, and a grant of £275 towards the
cost of a new hotel double bedroom and bathroom (Bord Failte, 2000).
Sweeney observed that:

New hotels were built. State aid was provided for new projects and
for the expansion and development of existing establishments. This
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helped to provide a most agreeable mix-modem architecture in the
new buildings, a suggestion of the character of more leisurely times
in the updating of old mansions and castles (Sweeney, 1973: 8).
New hotel chains became interested in Ireland as a location and in 1956
Intercontinental built three new hotels in Dublin, Cork, and Limerick.
Attention now focused on America as a new target market and, according
to Bord Failte, groups of travel writers were brought to Ireland where
they could sample the product for themselves. During this period major
promotions were staged at the annual conference of the American society
of Travel Agents.

This proved to be a huge success and, according to

Bord Failte, it helped sustain Irish tourism at a time of deep economic
recession:

Campaigns proved to be highly successful and sustained our
tourism industry during a time of deep economic recession (Bord
Failte, 2000: 14).

The release of the movie The Quiet Man was also instrumental in drawing
attention to Ireland as an ‘interesting and mysterious’ destination among
the American nation when it received two Oscars after it was released in
1952:

After the release of The Quiet Man in 1952, the rest of the world
began to sit up and take notice (MacHale, 2000: 256).
The fascination with Ireland as a result of this movie is still very strong
today and according to MacHale:
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Every summer the West of Ireland is crawling with fans from the
United States, Italy, Japan, the United Kingdom, and Ireland itself
both North and South (MacHale, 2000: 257).

Khan (1998) concurs with MacHale, and states that the film industry has
had a huge influence on attracting potential tourists to Ireland.
According to Khan, a recent study carried out by Irish Marketing Surveys
on visitor attitudes found that 10% of visitors claim that they decided on
an Irish holiday after seeing films such as: The Quiet Man, Ryan's
Daughter, Michael Collins, In the Name of the Father, and Far and Away.

1.5.1

Irish Festivals

In 1952, when Ireland was receiving attention from abroad after the
release of the movie The Quiet Man, Bord Failte was the instigator of a
new project to promote Ireland in the long term. This project was called
‘An Tostaf, a new spring festival. According to Bord Failte, this festival
was designed to encourage national progress in every field of endeavor,
extend the tourist season, encourage civic spirit and national pride, and
give every city, town, and village an opportunity to celebrate.

Tostal

committees were set up in 52 centres in Ireland and each centre was
invited to devise a programme of carnival and cultural events.

In the

first year of An Tostal, the Irish Countiywomen’s Association organised a
National Roadside Gardens Competition.

This competition led to Bord

Failte’s ‘Spring Clean’ campaign:

An Tostal, an Ireland at Home Festival, was the first major move to
spread the traffic, and that was back in 1953.

Was it successful?

Yes, because it made people talk tourism, it stimulated interest
within the country (Sweeney, 1973: 9).

These organisations were the forerunners of the National Tidy Towns
competition whicli was inaugurated in

1958 by Bord Failte, and

organised by them until 1994 when the responsibility and organisation of
the competition was transferred to the Department of the Environment.
Bord Failte continued to take an active part in other festivals and during
the 1960s took a pro-active part in the creation of festivals, such as the
Festival of Kerry, the Galway Oyster Festival, and the Wexford Opera
festival:

The Dublin Theatre Festival began in 1956 and has attracted world
attention each year since; Wexford Festival presented its first opera
in the town's tiny Regency Theatre Royal in 1951 and from mainly
local interest it has now achieved a role of importance in the musical
world, an event in which international singers are proud to be able
to say that they have participated; the festival of Kerry awakens
interest in ‘the Rose of Tralee' as far away as Australia; Galway's
Oyster Festival is an event which hits the television screens in
France and elsewhere in the autumn; Cork International Film, a film
festival with a difference . . . festivals of this and that, but all
providing some special interest in the shoulder and winter months of
the year (Sweeney, 1973: 9).
These festivals would prove their importance in the future as major
contributors to the tourism industry. Finlan and Martin writing in 1990
suggest that Irish festivals are of immense importance to the tourism
industry. They claim that the annual Galway Arts Festival has become
the powerhouse that generates a huge influx of a wide variety of visitors
to the city, starting many days before the event itself.

Now that the

festival has been moved to mid-July it gives a powerful kick-start to the
longer established Galway Races which now follow immediately after the
arts festival. The debate as to which of the two events draws the most
14

visitors is inconclusive, but both richly complement each other, with
large numbers of arts fans remaining on for the races and as many race
goers flocking in to catch the arts events.

Finlan and Martin (1990)

declare that these festivals greatly increase tourism business for Galway
city.

Bord Failte also promoted Ireland by encouraging improved design for
Irish souvenirs and other merchandise. Bord Failte worked closely with
the Kilkenny Design Centre and promoted Irish fashion designers such
as Sybil Connolly and Irene Gilbert, through its magazine, 'Ireland of the
Welcomes' (Bord Failte, 2000: 14).

The publication of the first programme for Economic Expansion in 1958
marked the dawn of a new era in Ireland.

With this programme came

free trade, the development of exports, and the proactive attraction of
industry from overseas.

Product development continued to form an

integral part of the promotion of Ireland, and products such as Shannon
cruisers and horse-drawn caravans were developed for the tourist
industry.

At this time (1958), Bord Failte also developed angling and

coarse-fishing holidays, and worked in conjunction with the Board of
Works in order to enhance Ireland’s national monuments.

To coincide

with all other improvements, Bord Failte also set about publishing its
own good food guide; this guide. Where to eat in Ireland, was a major
boost to the promotion of restaurants and food in general, as, until that
time, Ireland was virtually unknown for its culinaiy expertise (Bord
Failte, 2000).

Considerable progress had been made by Bord Failte with regard to the
marketing of Ireland by the mid-1960s, but, just as the setbacks of the
two World Wars seriously curtailed all tourist activity, history repeated
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itself with the beginning of the troubles in Northern Ireland in 1969. The
implications for Irish tourism were unexpected:

As Northern Ireland erupted into violence at the beginning of the
seventies, the media, particularly in Britain, seemed to carry little
else but negative images of this country.

British holidaymakers

were understandably frightened to travel to Ireland (Bord Failte,
2000: 15).

Deegan and Dineen (1993) report that the revenue receipts from foreign
visitors to Ireland have shown significant fluctuations over a long time
span, and that the steady growth in real terms in the 1960s was followed
by a 30% reduction over the 1969-1972 period - the start of the Northern
troubles.

1.6 Bord Failte: Creativity Through Necessity
As a result of the conflict in Northern Ireland and the forced separation
in marketing terms between the two bodies (Bord Failte and the NITB),
Bord Failte was forced to work even harder at promoting the Republic of
Ireland as distinct from Northern Ireland. Bord Failte introduced a novel
scheme called the ‘Guaranteed Irish Holiday’ which offered visitors a full
refund if they were in any way dissatisfied with their Irish holiday. The
‘Guaranteed Irish Holiday’ scheme resulted in few claims, but it had a
very positive influence in assuring the British and the American
holidaymaker that they could really enjoy a visit to Ireland (Bord Failte,
2000). America was an obvious target for the Irish tourism industry as
access capacity was greatly improved in 1969 with the introduction of
the Jumbo Jet. The Jumbo 450-seat jet aircraft was introduced on the
North Atlantic routes from 1969 onwards (Meally, 1968).
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Even

with

the

advancements

of

modern

travel

and

improved

accommodation, in the years from 1969 to 1976 Ireland’s tourism
industry suffered major setbacks due to world economic factors;

Tourism was barely able to mark time in an economy which was
experiencing inflation rates of up to 23% and world markets which
were almost all in recession (Bord Failte, 2000: 16).
In 1976 the tourism industry was very depressed but by 1977 Irish
tourism began to recover. The year 1977 was a very significant one for
the future of the tourism industry as it saw the appointment of Padraig
Faulkner as the first ever Minister for Tourism and Transport. In 1977,
1.5 million overseas visitors came to Ireland and revenue was up by 30%
over previous annual figures (Bord Failte, 2000).

Overseas tourism continued to grow in 1978 and 1979, but Bord Failte
and the tourism industry were always conscious of the fact that they
could never become complacent.

Numerous travel books have been

written about Ireland over the years and in 1978 Murphy attempts to
document an understanding of the troubles in Northern Ireland. In her
book ‘A Place Apart\ Murphy attempts to draw a number of broad
conclusions about the origins and nature of the Northern Ireland conflict
based on personal encounters (in Cronin, 1993: 63).

Northern Ireland

was still very much publicised as part and parcel of the Irish experience
and such publicity drew even more attention to the political unrest. The
year 1979. was another negative one for the overall image of Ireland with
the bombings in Mullaghmore and Warren Point (Bord Failte, 2000).
Sommerville-Large, writing in 1982, stated that people were in political
denial and after meeting a group of fishermen he declared:
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They have travelled all the way over in a bus from Rochdale to
Belturbet and now sat in great contentment ignoring rain and border
politics (in Hooper, 2001: 186).
Cronin (1993) concurs with Sommerville-Large and states that “the
problems of Ireland are as natural as rain falling and as dispiriting"’
(1993:53). The beginning of the 1980s saw the continuation of violence
in Northern Ireland.

1981 brought the H-Block hunger strikes, which

kept Ireland in the world headlines for all the wrong reasons (Bord Failte,
2000).

The 1980s saw a revival in tourism activities in Northern Ireland despite
the continuing troubles. The Northern Ireland Tourist Board began to re
establish itself in the Republic of Ireland by concentrating on the
activities market, participating in the annual Holiday and Leisure Fair in
Dublin and through continuing collaboration with Bord Failte in the
North American market (McArdle, 1995). The NITB also promoted home
holidays with their Invite a relative home campaign, and they strove to
reintroduce Northern Ireland back into key markets as a holiday
destination (McArdle, 1995).

Despite all the efforts, the tourism industry was still in a depression as a
result of the recessions in both Britain and the United States, but the
situation began to improve in 1984.

By 1984, the industry achieved a

real growth of 5% when foreign-exchange earnings from tourism reached
£591 million (€750 million). This was increased further by the reduction
in the rate of VAT applicable to hotel accommodation, from 18% to 10%,
and also because the Irish economy was recovering with the annual rate
of inflation down 5% (Bord Failte, 2000).
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By 1996, all progress was to be reversed again as the industry suffered a
fall of 5% as a result of Arab terrorist attacks on Americans in Libya and
also because of the Chemoblyl radiation disaster in Russia. The adverse
effect of these disasters was a reduction in travel from North America to
Ireland (Bord Failte, 2000).

Even though the tourism industry had suffered many setbacks because
of the troubles in Northern Ireland and world economic recession, it was
generally believed that it could achieve more in terms of market share.
As a result of this confidence, the Hotels Federation commissioned a
report which

forecast that tourism could

be

doubled

if certain

government policy decisions were taken and if new strategies were
pursued.

This report coincided with the run-up to a general election,

resulting in the content of the report being used by Fianna Fail as part of
its election manifesto (Bord Failte, 2000).

The goals of the tourism industry were also key elements in the
‘Programme for National Recovery’ which was published in 1988.

The

general aims were to double overseas visitor numbers to 4.2 million and
thereby increase foreign revenue by £500 million (€635 million) and to
create 25,000 new jobs over a five-year period to 1992.

These targets,

which required the tourism industiy to grow at a rate of seven times
more than it had done in the previous ten years, were endorsed by the
Irish Tourist Industry Confederation (ITIC), the industry representative
body, in April 1989 (Bord Failte, 2000). The government worked closely
with the industiy and provided support through the Business Expansion
Scheme and also worked for the liberalisation of air transport. Inflation
rates began to fall in Ireland and the industiy received funding from such
bodies as the EU Rural Development Fund:
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An Investment of some £850 million has transformed the range,
quality, and attractiveness of our product
driven

by

extensive

support from

This investment was

the structural funds,

the

International Fund of Ireland and the Irish government (Bord Failte,
1994: 1).

As the tourism year of 1987 drew to a close, Bord Failte drew up a fourpart strategy which consisted of targeted promotion, competitiveness,
improved distribution and product investment (Bord Failte, 1994). The
aim of this strategy was to encourage the development of high-quality
tourism products (such as new and refurbished hotels, and visitor
attractions),

raise

grading

standards,

make

products

more

price

competitive and to improve target marketing and the distribution system
for Irish tourism products (Bord Failte, 2000).

These efforts met with

successful outcomes.

Since 1987, in the six year period from 1988 to 1993, tourism created
almost 30,000 new jobs in the Irish economy.

This represented more

than 50% of all new jobs created in Ireland in that period.

Foreign

exchange earnings from tourism grew by £636 million (€807 million) and
this was an unprecedented performance (Bord Failte, 1994). Deegan and
Dineen (1993) confirm these results and state that since the mid-1980s
the performance of Irish tourism has been impressive relative to the
remarkably weak performance of the previous 25 years.

According to

Deegan and Dineen, Ireland’s market share of world tourism declined
from the late 1960s through the 1970s, stabilised in the early 1980s, and
began to improve in the late 1980s.

Ireland’s share of world tourism

grew from 0.75% in 1986 to 0.84% in 1989.

Over the four-year period

from 1988 to 1991 the revenue targets from overseas tourists were more
or less achieved.

The performances in 1990, and particularly in 1991,

suggested that Ireland attracted more high spending tourists than in
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previous years (Deegan and Dineen, 1993).

Finlan and Martin (1990)

confirm the success of 1990, and state that “the summer of 1990 has
been a boom year for Irish tourism - perhaps the best ever” (1990: 7).

As part of the overall development strategy for tourism, a national
Tourism Information and central reservation system called ‘Gulliver’ was
set up.

This was developed in conjunction with the Northern Ireland

Tourist Board. Gulliver was launched in June 1991, involving a capital
cost of £4 million (€5m).

Gulliver would be available to tourist offices

and travel agents worldwide, and would greatly assist the work of the
100 tourist offices in Ireland, North and South. It was to be an essential
aid in helping all providers of tourism services in Ireland to generate
more business (Bord Failte, 1991).

The Gulliver project proved to be

more complex than first imagined, and according to Bord Failte, a new
company had to be established in 1997. Gulliver InfoRes, a partnership
between FEXCO, Bord Failte, and the Northern Irish Tourist Board, was
incorporated specifically to run the Gulliver information and reservations
system (Bord Failte, 2000).

In 1993, overseas tourists spent over £1 billion (€1.27 billion) in the
country for the first time and total tourism revenue, including home and
Northern Ireland markets, broke the £2 billion (€2.6 billion) barrier (Bord
Failte, 1994). According to McArdle (1995), these figures represented an
increase in tourism revenue of 52% over the past five years.

The

previously depressed market in Northern Ireland began to show a
significant increase in revenue and, according to McArdle, in 1994 the
Northern Ireland Tourist board earned £242 million (€307m).

£59

million (€75m) of this came from the domestic market and £183 million
(€232m) from out of state tourists (McArdle,

1995).

Bord Failte

attributes the increased figures to the implementation of helpful
government policies, the positive response of the tourism industry, and
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CorK Institute of Technology

the improved political situation in Northern Ireland. However, one of the
most significant factors, according to Bord Failte, was the arrival of a
new competitor airline on the Ireland-Britain route.

This resulted in a

sharp fall in average air fares, and, consequently, increased traffic on the
routes. This was a significant factor for Irish tourism as it liberalised air
transportation and further promoted tourist traffic between Ireland and
Britain (Bord Failte, 2000).

Geoghegan-Quinn, writing in 1998, argued

that the cost of flights on short trips like Dublin-London was exorbitant
before airline competition was introduced by Ryanair. The improved
political situation in Northern Ireland and the improvement in the British
economy further enhanced the Irish tourism industry (Bord Failte, 2000).

The government decided to re-examine its existing structures before
entering into the next five-year period to 1999.

From this review, a

Tourism Task Force was established and its report recommended that air
transport should be further liberalised.

This Task Force proposed the

easing of the compulsoiy stop at Shannon for transatlantic flights and
also

the

establishment

of a

National

Tourism

Council.

Both

recommendations were implemented by the government (Bord Failte,
2000). The government followed up on the Tourism Task Force report by
commissioning independent consultants to draw up a report on the
tourism industry.

This report, which was published in 1995 and

undertaken by A.D. Little, proposed that Bord Failte should concentrate
its resources on the marketing function and should divest itself of some
of its traditional activities.

In line with the Little recommendations a

restructuring of Bord Failte into three divisions in 1995 was completed.
The divisions were International Marketing, Corporate Affairs, and
Secretariat. According to Brosnan (1994), the report compiled by Arthur
D. Little found that Bord Failte provided Value for money’ for Ireland, but
needed to divest itself of extraneous activities in order to concentrate on

22

overseas promotion.

Brosnan also stated that the report recommended

that the agency should not be split.

The International Marketing Division immediately embarked on a
programme called Tourism Brand Ireland’ (TBI) in conjunction with the
Northern Ireland Tourist Board. This was to be the new brand marketing
for Ireland (Bord Failte, 2000). Rogan (2003) concurs and notes that in
1997 Bord Failte in conjunction with the Northern Ireland Tourist Board
began to work on an initiative called Tourism Brand Ireland. The peace
process in Northern Ireland further facilitated co-operation between the
two bodies for the brand marketing of Ireland as a single destination.
Extensive research was undertaken at home and in the overseas market
and, as a result, Tourism Brand Ireland was launched in November 1996
(Bord Failte, 2000). Thesing (1997) concurs, and notes that the Northern
Ireland Tourist Board (NITB) closely co-operated with Bord Failte in
promoting the entire island as a tourism destination as a result of the
peace process.

Thesing also notes that the NITB contributed half a

million Irish pounds (€634m) to the development of Tourism Brand
Ireland:

A New All-Ireland project which will promote the island as a single
destination for high-spending tourists has been unveiled in Dublin.
The initiative follows a decision made early last year to create a
''Tourism Brand Ireland’' which would unify the efforts of Bord
Failte, the Northern Ireland Tourist Board and tourism industry
interests on both sides of the border (McNally, 1996a: 7).
The launch of Tourism Brand Ireland, the new brand image for Ireland,
was a major step forward for the Irish tourism industry because, for the
first time, the brand image of Ireland was to be promoted on an island
basis, with no distinction between North and South. According to Dunne

(1996), Enda Kenny, the then Minister for Tourism, said that the tourism
highlight of the year was the launch of Tourism Brand Ireland. According
to Kenny, this was one of the most important developments in the history
of Irish tourism marketing.

According to Black (1997), Ireland was on course to become the first
country in the world to triple its earnings from tourism in the space of
twelve years despite claims by some hoteliers of widespread cancellations
and a general fall-off.

Black reports that International Marketing

Director, Noel Toolan, said that estimates for the first quarter of the year
1997 showed a solid 10% growth increase over 1996.

In 1999, Bord

Failte expressed optimism heading into the new millennium and opined
that tourism was never so buoyant.

Overseas visitor numbers in 1998

reached 5,534,000 and revenue was a record £2,281 million (€2,896m).
For Bord Failte, 1999 revealed continued growth, and estimates for the
year showed that there would be a 7% increase in visitor numbers and a
7% increase in revenue.

Even with these growth figures, Bord Failte

claimed that this was not a time to be complacent.

A review of Tourism Brand Ireland was undertaken in 2000 in order to
ensure that a clear-cut, sharp, tangible message to key niche markets
was being delivered.

Bord Failte intended to keep up to date with

progress and specific marketing programmes were developed within the
overall strategy of Tourism Brand Ireland.

Bord Failte was also

conscious that a review of the effectiveness of TBI would have to be
undertaken on a continual basis (Bord Failte, 2000).

In December 2000, an entirely new body known as Tourism Ireland
Limited (TIL) was established exclusively for the international marketing
of Ireland abroad. This was the first time in the history of Irish tourism
that there would no longer be a distinction between the North and South
24

of Ireland in the international marketing of Irish tourism, as Ireland in
the future would be marketed as an entire island.

According to

OTVIahony (2001a), Tourism Ireland Limited, the north-south body, was
created in December to market Ireland for the first time as an entire
island overseas. The estimated budget for this promotion is £22 million
(€28m). Tourism Ireland Limited became fully operational on 1 January
2002.

This new company is solely responsible for the international

marketing of Ireland abroad. As a result of the establishment of the new
company, Bord Failte will no longer have any further involvement in the
international marketing of Ireland.

The year 2003 will bring more changes for the tourism industry in
Ireland as Bord Failte and CERT (the government training body for
tourism) will cease to exist independently. The government’s intention is
to merge CERT with Bord Failte. The working title for the development of
this new company is the National Tourism Development Authority and it
is intended that it will be fully operational by the end of 2003. According
to Brovm (2002), the government, in November 2001, approved the
creation of a national development authority, bringing together the
functions of Bord Failte and CERT.

1.7 Research Focus of the Study

The destination marketing of Ireland has experienced many changes in
its operational structures in the past, and is currently evolving within
these structures to develop completely new platforms on which to base
its future path.

The complexities of marketing Ireland abroad are

multifaceted and always challenging. This is mainly due to adverse and
unforeseen circumstances that are continually presenting themselves to
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those charged with the responsibility of advancing Ireland’s tourist
industry.

This study is, therefore, concerned with an assessment of the tourism
industry in Ireland and the many and varied adverse issues that it has to
contend with in the destination marketing of Ireland.

This research

begins with an examination of the branding issues and the formation
and development of Tourism Ireland Limited.

While this study found

that there was a good awareness of Bord Failte as a brand, nonetheless,
this brand name is soon to be discontinued.

The study examines the

various organisational structures that are currently in place and those
that will be established in the near future. The research also investigates
the quality of the Irish welcome available to the tourist who visits Ireland
today.

After exploring the organisational and welcoming issues, this study
focuses on extraneous adverse factors that impact on Irish tourism.
Ireland still has to address such adverse factors as the Troubles’ in
Northern Ireland which are on-going, and, on an ad-hoc basis, global war
issues such as the Gulf War in 1991.

As recently as 2001, Ireland

suffered a tourist-industry crisis in the combined setbacks of the threat
of Foot and Mouth disease and, particularly, the attacks on America on
September 11, 2001.

After a period of minor recovery, the industry is

subjected to yet another extraneous and adverse factor in the distinctly
unsettled situation in Iraq and other conflicts across the broader
geography of the Middle-East.

The study takes as its unique focus the perceptions of significant
authorities who directly relate to the tourist industry in Ireland.

The

particular perspective explored in this study in that of senior executives
in Tourism Ireland Limited, Bord Failte, CERT, the Hotels Federation and
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hotel industry, the current Minister for Tourism, and other politicians
who are concerned witli tourism.

In all, thirteen interviews were

conducted using a semi-structured interview approach.

This chapter aims to present a historical overview of the Irish tourism
industry and how it has emerged as the second largest earner for the
Irish exchequer.

Chapter Two reviews the relevant literature relating to the tourism
industry in Ireland, and highlights, in particular, relevant adversities
facing the industry today.

Chapter Three provides an outline of the research methodology in the
context of this study.

The chapter describes in detail the research

methodology chosen for this study and traces the steps employed in the
use of qualitative methodology.

Chapter Four provides the main findings from the research.

The field

research, based on data, from the interviews conducted with thirteen
experts in the area of Irish tourism, is presented and discussed.

Chapter Five, the concluding chapter, reviews the main findings of the
research. Recommendations for future research, which can build on the
findings of this study, are also presented.
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Chapter 2

Literature Review
This chapter begins with an examination of the organisations responsible
for the strategic marketing of Ireland, and the branding issues related to
them.

The chapter also studies the Irish Cead Mile Failte project and

discusses the various factors that relate directly to it. The impact of the
foot and mouth threat to farming and the tourist industry, along with the
effect of the terrorist events of September 11, 2001 in the United States,
are assessed.

The chapter also examines the political situation in

Northern Ireland and the resultant difficulties in relation to marketing
Ireland on an all-island basis.

2.1

Ireland the Brand
The interaction between the market and the product is a two-way
process.

On the one hand, market exigencies influence the

formulation and the development strategies of the product; on the
other hand, these same factors, through marketing functions, raise
the interest in the product - and sometimes even create the need for
it (Wahab et al., 1976: 27).
Kotler (1999) states that:

Marketing's short term task may be to adjust customer's wants to
existing goods, but its long term task is to adjust the goods to the
customer's wants (1999: 10).
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In recent years, Bord Failte appears to have been preoccupied with
continually adjusting the image of Ireland in order to appeal to the
perceived desires, needs, and wants of their target market:

Growth can only be maintained and increased if we adopt a more
assertive, more targeted approach to market development
(in Mac Carthaigh, 1996: 7).

Branding is an essential component part of the marketing of any product
and is a key factor in the overall marketing strategy.

Okoroafo (1995)

states that branding is one of the decisions involved in developing a
tourism marketing strategy and it is an important part of product
planning. Okoroafo defines a brand as:

A name, design or symbol (or combination of these) which is used to
identify a service provided by an institution or organisation
(Okoroafo in Witt and Moutinho, 1995: 351).

According to Okoroafo (1995), the process of branding in tourism
involves researching, developing, and implementing an organisation’s
brand decision as well as maintaining brand equity. Okoroafo also states
that repeat business depends on satisfied customers and a recognisable
brand name and supports the strengths of a recognisable brand name.
On the other hand, Kotler (1999) states that it is necessary to gradually
change a product to suit the target market at any given time.

Bord Failte was set up in 1955 under the tourist Traffic Act of 1955. One
of the functions of Bord Failte as a brand was to develop, promote and
market the Irish tourism industry. The logo used by this company was a
stylised graphic of Ireland’s floral emblem, the shamrock.
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In a report commissioned by Bord Failte and compiled by Arthur D.
Little between April and July 1994, it was argued that changes should be
made in relation to the marketing of Ireland and to the structure of the
body responsible for promoting Ireland. According to Brosnan, the Little
report argued that some changes needed to be undertaken in order to
develop the tourism industry in Ireland. The report suggested that Bord
Failte should off-load some of its traditional functions in order to
concentrate on marketing Ireland abroad.

The report also stated that

Bord Failte should be restructured internally, to coneentrate on its core
activities. While the report recommended that changes should be made
in its Dublin-based operations and that staff numbers should be reduced
from 328 to 240, it also recommended that a new international director
and 20 new staff should be hired.

In relation to branding, the report

found that Bord Failte was recognised world-wide as one of the most
successful

tourism

organisations,

and

that the

brand

had

been

instrumental in helping Irish tourism to develop and prosper (Brosnan,
1994). On receipt of the report, the then Minister for Trade and Tourism,
Charlie McCreevy, said:
The changes would require new blood and new skills, some changes
in functions and responsibilities, and changes in the culture of Bord
Failte (in Brosnan, 1994: 28).

The recommendations of the report were widely accepted and, according
to Brosnan, the board of Bord Failte welcomed the proposals and was
fully committed to their implementation.

Matt McNulty, the Director

General of Bord Failte, said that the document was welcome because “It
set down and gave them very clear guidelines as to what was demanded
of the organisation” (in Brosnan, 1994: 28).
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Other tourism executives, such as the Chief Executive of the Irish Tourist
Industry Confederation, Brendan Leahy, and the President of the Irish
Hotels Federation, Geny O'Connor, welcomed the recommendations and
expressed hope that they would reduce uncertainties and give the
industry a chance to re-build (Brosnan, 1994).

2.2 Tourism Brand Ireland
As a result of the recommendations and the general approval from the
industry, Bord Failte and the tourism industry decided that the time had
come to develop a new image for Ireland.

According to MacCarthaigh

(1996), Bord Failte cautioned that what made tourism the most
important wealth creator for the country would not continue indefinitely,
and it was this perspective that encouraged Bord Failte’s executives to
re-brand Ireland. Bord Failte proceeded to invite ten agencies to tender
for the account and their marketing division embarked on an ambitious
programme to create Tourism Brand Ireland (TBI). Murray and O’Driscoll
(1999) noted that Tourism Brand Ireland was an initiative by Bord Failte,
the Northern Ireland Tourist Board, and the tourist industry, north and
south, to reposition Ireland as a tourist destination.

The contract for Tourism Brand Ireland was awarded to Peter Owens
Advertising in Dublin.
Damian

O’Malley,

The agency received valuable guidelines from

head

of strategic

planning

at

the

New York

headquarters of DDB - the largest advertising agency in the US and the
fifth largest in the world (Murray & O’Driscoll, 1999).

Sheridan (1996)

observed that Peter Owens, an Irish advertising agency, won the multi
million pound contract against international giants such as M. 86 C.
Saatchi, Lowe Howard Spink and J. Walter Thompson which were
competing in the final line up. Sheridan (1996) further states that it was
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the agency’s ability to service at least ten overseas target markets
through its links with DDB International (which is one of the world’s
biggest agency networks and the initiator of the Spanish tourism
campaign) that was crucial to its success.

According to Logue (1996), Bord Failte believed that the time had come to
create a new experience for the visitor to Ireland, as there was a lack of
awareness about much that Ireland had to offer. In November 1996, a
new marketing campaign was launched with the aim of promoting the
brand image of Ireland on an all-island basis. McNally remarked that the
£30 million (€38m) investment also included a new logo, an interactive
internet site, and an international television advertising campaign
promoting the
experience.

island

as

a clean,

green,

and emotional holiday

The promotional material for the campaign cost £3 million

(€3.8m) of which the Northern Ireland Tourist Board (NITB) contributed
£500,000 (€634,000).

A further £10 million (€13m) would be spent on

media space for the following five years (McNally, 1996a). In 1996, Noel
Toolan, international marketing director for Bord Failte, stated that the
new strategy for Ireland would be built on a situation where visitor
numbers surpassed population on both sides of the border.

He also

stated that it was a move away from just counting heads towards
addressing issues like seasonality, regionality, and the yield of tourism
(in McNally, 1996a). At that time the Minister for Tourism, Enda Kenny,
stated that:

While we could be forgiven for thinking that this is not the right time
to be changing our strategy, the initiative would be a turning point
not just for Irish tourism, but for Ireland as a whole. The island of
Ireland has everything to gain from promoting itself as a collective
entity in brand marketing terms around the world.

I believe that

Tourism Brand Ireland has the potential to make an enormous
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contribution to the ongoing search for a lasting peace on this island
of ours (in McNally, 1996a: 7).
This campaign was to be aimed at a younger and considerably more
affluent target market:

The new campaign will be aimed at sophisticated, busy, urban
creatures earning more than $50,000 a year, who will travel in
pairs, be outward-looking, active, yet reflective, and will not be
excessive drinkers (Sheridan, 1996: 6).
According to Logue (1996), the shamrock symbol failed to trigger off a
clear connection with Ireland and therefore had to be replaced, but Logue
reports that Bord Failte insisted that the symbol would not be
abandoned completely but would be complemented with other logos.
Bord Failte stated that:

The shamrock is a popular symbol, but maybe it deserves a rest for
a while. It has cobwebs all over it and is enshrouded in a Celtic
mist along with a whole lot of other exportable anachronisms
(in Logue, 1996: 13).
According to Connolly (1996), writing before the launch of the new logo,
Fianna Fail felt very strongly about the logo of Bord Failte and sent out
an “SOS to the people of Ireland and in particular to Bord Failte to ‘Save
our Shamrock’” (in Connolly, 1996: 1).

Connolly stated that the Fianna Fail party had supported efforts to
influence the national tourist board not to drop the shamrock symbol as
part of the marketing of Ireland.

David Andrews, T.D., Fianna Fail
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spokesperson on Trade and Tourism, was very critical of Bord Failte’s
efforts to change the overall image of Ireland, when he stated that:

St Patrick got the snakes out of Ireland and it looks like Bord Fdilte
are now going to get the shamrock out of Ireland
(in Connolly, 1996: 1).

David Andrews reinforced his criticisms by calling for a public debate on
the risk factors involved in changing the use of the shamrock. He stated
that he would be calling for a Save the Shamrock campaign when the Dail
re-opened (in Connolly, 1996). Bobby Molloy, the Progressive Democrats
spokesperson

on

Trade

and

Tourism,

supported

David

Andrews’

criticisms and stated that it was strange that Bord Failte should consider
dropping the shamrock while Aer Lingus was in the process of spending
millions of pounds on adapting the shamrock as part of its corporate
image (in Connolly, 1996). Logue supported Connolly and stated that:

Those who wonder what it takes to galvanize a politician into
immediate action need only have taken a look at the recent row over
Bord Fdilte's new marketing plans, to see it takes no more than a
little green shamrock. Politicians lined up to defend the shamrock
when it was suggested that Bord Fdilte might axe the national
symbol as part of its £30 million plan to restructure what they refer
to as the 'branding’ of Ireland (Logue, 1996: 3).

According to Connolly (1996), fears arose about the fate of the shamrock
after a survey undertaken by Bord Failte indicated that the shamrock
had a low recognition factor in some countries.

In Bord Failte’s

headquarters, where plans to dispense with a cultural icon were
apparently being drawn up, Connolly notes that there was some
bewilderment at the news that political parties were up in battle lines
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over the humble oxalis acetosella. Bord Failte stated that it had never
intended to drop the shamrock and disclosed that the findings from
research, carried out in 17 countries in 1995, show that the shamrock is
not known at all and is not identified with Ireland.

Connolly did not

seem to be convinced by the statement made by Bord Failte and noted:

When we talk about dropping the shamrock and everything like that,
it's not quite as big as the media make out, he said, in the soothing
tones of a Sellafield fisherman trying to convince someone that the
glowing fish is safe to eat (Connolly, 1996: 1),

2.3 New Logo
The new logo, which replaced the shamrock and accompanied the new
marketing strategy, depicted two people embracing and exchanging a
very tiny shamrock.

It was designed by Design Works, a Dublin based

graphic company. The Design Works firm won the contract which was
worth £100,000 (€127,000). The colours that were used in the logo were
drawn from the Irish landscape, the flora, the painted houses, and the
whole image was designed to feature core words and images of Irish
identity (in McNally, 1996b, 1996c).

McNally further notes that Bord

Failte and the Northern Ireland Tourist Board retained their older
existing logos, which featured graphic variations on the shamrock.

The introduction of the new logo brought further controversy and,
according to Sheridan, interviewed tourists in Temple Bar, Dublin,
appeared confused about its meaning. Bord Failte (2000) states that ‘it
is not just a logo’. Sheridan concurs and declares:

35

Around Temple Bar, that Dublin city centre mecca for many who
answer Bord Fdilte's siren call, it means much more . . . ""It's - let's
see - Popeye?" (an American guess).
(ditto).

‘‘Two caterpillary thingies?”

“A nipple? Yes it IS, if you turn it this way.” (Italian).

“Something to do with football?” (English).
A Frenchman refuses to surrender, downing a glass of wine in
prolonged silence, before pronouncing:

“Arms!”

Yes! A huge advance. But what were the arms doing? “A dancing
festival?” (in Sheridan, 1996: 6).
Sheridan points out that Tom Meenaghan, creative director of Design
Works (the company responsible for the creation of the new logo), was
possibly too polite to suggest that the exercise of the vox pop, (above),
and undertaken by some newspapers, was confined to an ill-informed
sector.

According to Meenaghan, a logo is not something that can be

judged in isolation and its performance can only be properly evaluated
within the exposure it receives. According to Meenaghan, confusion and
controversy around logos is nothing new (in Sheridan, 1996). Sheridan
poses a very pertinent question which she answers directly:

Do logos matter? Yes, if taking look-alikes to court is any yardstick.
AIB found itself in trouble over the resemblance between its old logo
and the Mercedes Benz mark. Our own disputed ownership of the
shamrock has been a lawyer's delight for over 30 years (Sheridan,
1996: 6).
Sheridan notes that after the launch of the new logo, the then Fianna
Fail spokesperson on Trade and Tourism, David Andrews (who had
previously expressed

concern

regarding

the

abandonment of the

shamrock), seemed liappy enough’ with the direction of the new

campaign but emphasised that he was concerned with the shrinking of
the shamrock. Sheridan states that:

Andrews sees its new incarnation as a mere punctuation mark in a
design that resembles two inverted Claddagh Rings. The logo bears
a worrying similarity to a number of existing logos in common use
which adopt the embracing arms theme. There can he no confusion
in the market regarding our international image
(Sheridan, 1996: 6).

Regardless of the introduction of the new logo, the outlook for the
tourism industry, according to Dunne (1996), appeared to be optimistic,
as strong performance in the British and North American markets were
about to boost earnings by 12% in 1996. Despite this, the Irish Tourism
Confederation warned that Ireland was facing competition from new
destinations.

Khan (1997a) reports that, by May 1997, confidence in the tourism
industry was shaken, when it was revealed by Bord Fmlte that there was
a sharp drop in inquiries in the first three months of that year.

Mary

McGee, of the Town and County Homes Association, confirms this claim,
stating that there were many cancellations both for fly-drive and coach
tours from the American market, along with the German market which
was not showing much more promise (in Khan, 1997a).

Khan claimed

that anxiety was heightened by the fact that there was a negative
reaction to the new logo and to the direction of the new campaign.
Tourism chiefs held a special meeting to discuss the negative reaction to
Bord Failte’s new logo and the attempt to change the country’s image as
a holiday destination. The meeting was held amid continuing criticism of
the replacement of the shamrock logo with an abstract design showing
two figures about to embrace. From the meeting Khan reports that the
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industry believed that the new campaign by Bord Failte was not
reassuring its existing customers and that the new target market might
not be the right one for them:

We are going after a totally new market abroad and some feel we
are throwing the baby out with the bathwater by not sticking to
what served us so well in recent years (Khan, 1997a: 1).
Khan (1997a) reports that Bord Failte director general, Matt McNulty,
reassured the gathering and said that indications were very positive for
the year ahead, when a nine percent increase in revenue was likely to be
achieved.

Khan (1997b) reports that, by 28 July 1997, Bord Failte had been
ordered to restore the shamrock as the S3mibol of Irish tourism almost a
year after the tourism organisation abandoned it in favour of a new logo
that cost £100,000 (€127,000) to design.
McDaid

had

insisted

that the

traditional

Tourism Minister James
emblem

be

reinstated.

According to Me Donald (1998), McDaid’s response was a ‘pathetic and
reactionary response to a non-problem’ (1998: 12)
Tourism Minister James McDaid stated that:

I am personally committed to the shamrock as our traditional symbol
and I don’t think we should dispense with it

In my opinion there

was absolutely no need to get rid of the shamrock. I don’t think that
the £100,000 was well spent (in Khan, 1997b: 1).

According to Khan (1997b), the shamrock which had remained the
corporate logo of Bord Failte throughout all the changes was to be
reinstated and would be seen once again on television commercials and
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on all other advertising.

Khan further notes that the Minister for

Tourism fully supported other aspects of the Tourism Brand Ireland
campaign and said that he was fully satisfied with the image that Bord
Failte was portraying.

The Minister also stated that he was not

disappointed at the failure of the board to attract any major corporate
supporters and said that:

Ireland is more than a green desert and the land of the leprechaun.
We have wonderful food, golf coastlines, but we were not getting
that type of projection to attract a different type of tourist in
conjunction with others (in Khan, 1997b: 1).

2.4 Tourism Ireland Limited (TIL)
The year 2000 brought more changes for the tourism industry in Ireland
with the introduction of Tourism Ireland Limited (TIL).

OTVIahony

(2001b) states that Tourism Ireland Limited, a new tourism body, was
born out of the peace process.

At an historical inaugural North South meeting in Belfast on 27 October,
Sir Reg Empey and Minister James McDaid agreed to the establishment
of Tourism Ireland Limited under the framework of the Good Friday
Agreement (Bord Failte, 2001a). The Minister for Sport and Recreation,
Dr James McDaid stated that the new company (TIL) will take over the
international marketing of the entire island of Ireland as a tourism
destination. He further stated that Bord Failte would continue to play a
key role in the further development of the tourist product and in the
regional, niche and product marketing areas (in Bord Failte, 2001a).
According to CMahony (2001a), Tourism Ireland is to have a new logo
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that will retain the familiar shamrock motif but will adapt it in some way
to reflect the North-South partnership.

According to Brady (2001), the first all-Ireland tourism marketing
programme was launched in Dublin by Ministers Dr James McDaid and
Sir Reg Empey. The new body, Tourism Ireland Limited (TIL), which was
set up less than three years after the establishment of Tourism Brand
Ireland, would own and manage Tourism Brand Ireland and its
associated communications material.

Bord Failte reported that a

working group of senior officials, drawn from Bord Failte and the
Northern Ireland Tourist Board, would transfer selected operations to the
new company (Bord Failte, 2001a).

This move brought administrative problems for Tourism Ireland Limited,
which by September 2001 was still short staffed:

Tourism Ireland, the North-South body created last December to
market Ireland as an island overseas for the first time, has a
chairman and chief executive but no other staff as of yet
(O'Mahony, 2001a: 21).
Fl3nin, 'writing in 2002, states that there are still staffing issues relating
to the new tourism body. According to Flynn, tourism staff at Bord Failte
were refusing to transfer to the new all-Ireland tourism agency until they
received guarantees of professional security and comfort.

The Labour

Relations Commission was tiying to broker a deal to persuade one
hundred Bord Failte staff to transfer to the new cross-border Tourism
Ireland Limited company in line 'with its strategies to promote all-Ireland
tourism in overseas markets (Flynn, 2002).

Dunne (2001) confirms

Flynn’s analysis, and stated that Bord Failte staff sought reassurances
from the Department of Finance, to confirm that their income and
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pension entitlements were protected.

Nevertheless, Flynn (2002) notes

that irrespective of staff issues, on 7 Januaiy 2002, the Chief Executive
of Tourism Ireland Limited, Paul O’Toole, launched a special 2002
marketing drive with a series of newly commissioned advertising
campaigns.

Slattery, writing in February 2002, stated that the aim of Tourism
Ireland is to portray Ireland as the island of memories in a €5 million
campaign that would encompass television and print media. According
to Slatteiy, the advertisements are designed to capture a ‘mental freeze
frame’ of the country in an attempt to portray a perfect moment from a
holiday in Ireland that someone could remember for a lifetime. Slattery
concurs with Flynn (2002) and O’Mahony (2001a) and states that
promoting Ireland as a holiday destination for overseas visitors is the
main aim of the body which has funding of €76 million over the next
three years. O’Mahony (2001b) states that Paul OToole, Chief Executive,
Tourism Ireland, hopes to spend the core marketing budget of €26.6
million

where

the

best

marketing

opportunities

might

present

themselves. OMahony does not seem convinced by O’Toole’s sentiments
and states that some of the details on how the money will be spent raises
concerns. OMahony queries O’Toole’s statement:

Tourism Ireland will ensure that the marketing spend will be
effectively invested in an integrated and seamless communication
strategy to maximise all potential opportunities (in OMahony,
2001b: 9).

OMahony expresses skepticism at O’Toole’s

statement above and

questions the confidence that one can have in a body that can ‘toss off
lines at will.

“How many civil servants it took to conjure up that
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mouthful I do not know, but it is not the kind of line that inspires a huge
amount of confidence in this new all-Ireland tourism strategy"
(OTMahony, 2001: 9b).

2.5

Cead Mile Faille:

Ireland of the Welcomes

In the absence of empirical evidence for Ireland, it is impossible to
access the quality of the local/tourist relationship. Doubtless, there
are many documented cases of mutually pleasurable and beneficial
encounters and there is definite evidence of the pleasures of
interactions with tourists. The warmth and friendliness of the Irish
people is consistently high on the list of attractions to visitors as
evidenced by Bord Fdilte surveys (O’Connor, 1993: 78).
Research undertaken by Bord Failte, and published in 2000, has shown
that tourists are attracted to Ireland because of its unspoilt scenery, the
relaxed pace of life, and the natural welcoming warmth of the Irish
people (Bord Failte, 2000).

O’Connor (1993) supports this view and

states that the warmth and friendliness of the Irish people is consistently
high on the list of attractions of visitors to Ireland. O’Connor notes that
there is a wealth of anecdotal material to corroborate these Bord Failte
findings.

6 Murchadha concurs with O’Connor and with Bord Failte’s

views above, and states that there is an abundance of material that
refers to the qualities that appeal to tourists. O Murchadha claims that
it is not the pretty scenery that the tourists remember but the crazy guy
that they asked for directions:

"Go down past Mickey Pat's pub”, he said, they will chortle,

relieving their incredulity, ‘‘and turn left where the old school used to
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be” . . . It's the wit, the courtesy, the informality, that staggers them
(in O’Connor, 1993: 78).

According to O’Connor (1993), one of the most striking features of tourist
imagery is the way in which Irish people are represented.

They are

regarded as an essential ingredient in the publicity package.

O’Connor

suggests that there has been much more emphasis, in tourist publicity
material, on the qualities of the people of Ireland than the case in other
European countries.

Along with this, the tourist image has been

constructed by selecting and promoting certain aspects of culture such
as leprechauns and shamrock as dominant motifs. “The view of Ireland
as a country of ‘shamrocks and shillelaghas’, ‘paddywhackery and
leprechauns’, is of common cultural currency” (O’Connor: 1993: 70).
Quinn and Peillon concur with O’Connor and state that Ireland is
represented as a place of picturesque scenery and unspoilt beauty, of
friendly and quaint people, and a place which is steeped in past
traditions and past ways of life (in O’Connor, 1993). O’Connor notes that
one of the consequences of the emphasis on particular motifs and people,
as part of the tourist package, is that they become more inscribed within
tourist expectations.

As a result tourists expect a certain type of

behaviour and are disappointed if these expectations are not met
(O’Connor, 1993).

Sheridan (1999) warns that marketing strategists, who wallow in the
eccentricities of rural Ireland, its quaint little communities, and cute
patchwork

landscape,

might

undergoing a radical overhaul.

note

that

the

Irish

countryside

is

Sheridan further claims that by 2012,

according to Teagasc, (the Agriculture and Food Development Authority),
the number of farming families will fall from 155,000 to 35,000.
Sheridan stresses that this is a worrying trend for strategists and that it
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will change the image of Ireland forever. Conor Skehan, a Dublin-based
environment consultant, concurs with Sheridan:

If we lose the people and their links with the land, we will be left
with just wet hills which will be as empty as the highland. Having
half a dozen people who look like walk-ons from the set of ‘The
Field’ means that the area is dead, as dead as last year’s mutton
(in Sheridan, 1993: 1).
Smithwick (2001) reiterates the claims made by Sheridan and Skehan
and states that we live in a very different Ireland to that of our
grandparents, and where the make up of society is also greatly changed:
“Fewer babies, more murders and different values; our grandparents
would hardly recognize the Ireland we live in today” (Smithwick, 2001: 6).
Kuehn (1999) concurs with Smithwick and notes that in no other EU
country have lifestyles changed as much in the last 20 years as in
Ireland.

According to O’Connor (1993), Ireland is subject to social

changes which will affect future constructions of cultural and national
identity. Many contemporary writers are very critical of ‘Ireland of the
Welcomes’ or the ‘Cead Mile Failte’, and are constantly questioning its
current existence.

Devlin (2002) notes that recent research on tourism

in Ireland has indicated that our “Cead Mile Failte’s” are starting to wear
thin.

2.5.1

Passport Control:

Strict and Uninviting

According to Humphreys (1998), a growing number of visitors are
discovering that Ireland’s welcoming image is not all its “cracked up to
be, with Irish eyes not so much smiling but glowering with suspicion”
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(1998:8).

“The new ‘Ireland of the Welcomes’ is over-priced, under-

serviced and distinctly unfriendly^ (Sheridan, 1999: 1).

Humphreys

(1998) reports that a black London tourist was detained at Dun
Laoghaire port for five hours because her passport was out of date. A
group of Chinese students with visas spent a night in custody before
being deported, because their passports showed a visa application which
they made to the United Kingdom was rejected. A Bosnian tourist was
detained for six hours at Dublin airport, refused an interpreter, before
finally being allowed to stay. Sheridan (1999), agreeing with Humphreys,
questions why the black London tourist who was detained for five hours
at Dun Laoghaire port (because of an outdated passport which is not
even required under EU law) would bother to come to Ireland at all.
Parkin (2001) concurs with Humphreys and Sheridan, and claims that
Ireland’s traditional welcoming image does not exist for people from
different ethnic background (in Downing and Parkin, 2001).

Joyce states that, in the first four months of 1998, £1.5 million (€1.9m)
was lost as a result of extremely strict visa procedures with rejection
rates as high as 90%.

Joyce claims that a huge number of these

rejections were invalid as they were based on bureaucratic rigours.
According to Joyce, this practice is a very worrying one as Ireland is
losing business to Britain (in Humphreys, 1998).

O’Riordan concurs

with Joyce and states that Ireland is ‘missing the boat’ on getting a
foothold on emerging tourism markets such as Russia.

According to

O’Riordan, there is great enthusiasm among Russians to come here but
they are not willing to wait four or five weeks for their application to go
through, or to re-apply if it is rejected (in Humphreys, 1998).

Brian Murray, director of Aspects of Ireland (a tourism group company
aimed at developing markets in places such as Russia), states that the
visa problem is retarding our efforts to develop markets in places like
45

Russia, and claims that studies show that Russian tourists spend almost
three times as much as other tourists.

Murray further states that

because they are refused entry into Ireland they are holidaying in Britain
instead, where they are not experiencing any problems with overstays (in
Humphreys, 1998).

According to Humphreys (1998), tour operators

complain of encountering malicious immigration officers who have
deported tourists for spurious reasons and claim that they are
embarrassed at having to negotiate entry for groups of tourists at ports
and airports. Senator Brendan Ryan states that the growing number of
tourists being poorly treated at points of entry to the state highlights the
need for better training of immigration officials.

“If it keeps going like

this we will eventually eliminate our image as Ireland of the welcomes”
(in Humphreys, 1998: 8).

According to Sheridan (1999), the ‘coolest thing’ to greet visitors who
come to our shores is the reception theyll get.

Sheridan further states

that a group of Belgian computer programmers, ending a week-long
break in Dublin and the south, were less than impressed with the Irish
welcome they received and claimed that the Scottish are friendlier:

We found the Scottish people to be friendlier.

When you go into a

place in Ireland, staff, people . . . they look up and then look awayif they look up at all (in Sheridan, 1999: 1).

Sheridan further notes that:

We are now so cool as a country that we began to fancy ourselves
as being above all that auV stuff Like many an aging starlet we fell
for our own publicity: . . .world conquerors of the music, film,
Riverdance and literature stakes, churning out one best seller after
another, renowned - every last one of us - for spouting Heaney,
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Yeats, and bits of Ulysses at the drop of a hat, dreamily indifferent
to the international stars fetching up at the airport, falling in love
with us and craving a bit of property at Paris prices . . .sure what
hud we to learn from blow-ins? And why should we bother with
them at all? (Sheridan, 1999: 1).
David Rose, an English journalist and ‘a devotee of the West of Ireland’,
summarises the mood experienced by him while in Ireland: “Not quite
rude, but almost brusque; businesslike; pressed for time; keen to get on
to the next customer” (in Sheridan, 1999: 1)

John Dully, the then Chief Executive of Bord Failte, concurred with both
Rose and Sheridan when he stated that “We can deny it no longer,
indifference to foreign tourists is becoming the new norm” (in Sheridan,
1999: 1).

2.5.2

Irish Hospitality

Sheridan (1999) stated that many tourists are expressing dissatisfaction
with Ireland and notes that an American tourist, who had picked the
farmhouse route in order to gain an authentic experience of Ireland,
complained of ‘a very lack of warmth and hospitality and suggests that
farmhouse owners should take courses on “how not to make your guests
feel like trespassers”:

Farmhouse owners had absolutely no interest in carrying on
conversations, other than to inquire about the time of your morning
meal It was evident that they were pleased to take your money,
but even more pleased that you would be on your way (in Sheridan,
1999: 1).
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Pierre Josse, the co-founder and editor of the French guide book series,
Guide de Routard, concurs with Sheridan and complains that when one
is out to dinner in Ireland one is likely to be told to vacate your table by a
certain time to make room for another sitting. Josse further notes that,
in the majority of Bed and Breakfast (B&B) establishments, the
traditional

homely interchange

between

host

and

visitor

is

fast

disappearing:

With tea-making facilities often protnded in the guest-rooms, the host
is relieved of that small but meaningful old gesture of hospitality, the
welcome cup of tea (in Sheridan, 1999: 1).
Josse’s claim contradicts the image portrayed by Bord Failte in the
promotion of Ireland in its magazine, Ireland of the Welcomes. Quinn, on
an analysis of Bord Failte brochures, corroborates the marketing claims
of assured hospitality. Quinn found that people were typically depicted
in the service setting, and aspiring tourists are assured that they will “be
like a personal friend of the family” whose hosts will “be sad to see them
leave” (in O’Connor, 1993). Sheridan’s (1999) complaints about the lack
of Irish hospitality are illustrated by the tale of a German visitor and a
Danish visitor who, having lingered an hour over a round of Guinness
and Irish coffees in a pub in a County Clare village, were both thrown
out because they were not drinking enough.

2.5.3

The Tourist as Trespasser

Sheridan (1999) also claims that from the West of Ireland come tales of
innocent foreigners and their children being verbally assaulted by foulmouthed, stick-wielding farmers (Sheridan, 1999). Clifford also supports
Sheridan’s claims and relays that “Andy McSharry whose farm lies in the
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shadow of Ben Bulben was convicted of assaulting hill-walkers on his
land” (Clifford, 2002: 24).
Again Bord Failte’s portrayal of Ireland is contradicted. Gallagher in an
analysis of Bord Failte films explores the representation of people and
observes somewhat critically that “Little freckled children and old men in
peaked caps, the noble natives are a leisurely, hospitable, conversational
and peaceful race, their collective identity based in a quasi-natural
community” (in O’Connor, 1993: 74).

Kuehn concurs with Clifford

(2002), Sheridan (1999) and O’Connor (1993) and notes that his nextdoor

neighbours

in

Hamburg

expected

a different Ireland:

“The

countryside isn’t as green as I’d expected, and the people aren’t as
friendly” (in Kuehn, 1999: 9).
In an investigation undertaken by the Market Research Bureau of Ireland
(MRBI) in 2001, it was reported that tourists are looking for a genuine
Irish experience. According to the report, people travelling to rural parts
of Ireland on holiday are predominantly looking for peaceful, relaxing
holidays in places where they can connect with the local people and the
local area. The report suggested that while the tourist industry tries to
sell the staged Irish experience, the tourist do not swallow it.

“Staged

experiences do not satisfy the requirements of these holiday makers”
(Felle, 2001: 6).

Similarly, Kirwan, an Irish tourist, states that “Keriy

was a county of grumpy, surly, indifferent service and terribly poor
roads. An indecipherable grunt was the most one would get, and as for a
hint of a smile, a welcome or even eye-contact, forget it” (Kirwan, 2001:
6).
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2.5.4

Changing Landscapes

It is important to be surrounded by alluring landscapes and restful
views (Felle, 2001: 6).

A negative factor and a serious disappointment for tourists, according to
Cony (2001), is the increasing restriction of access to natural places of
beauty. The Old Head of Kinsale, in Co. Cork, is a typical example of
this.

It has caused much controversy in recent years, because of the

development of a golf course there.

According to Cony, local people

claim that, prior to the development of this prestigious golf course, there
was free and unrestricted access to this very scenic part of Ireland where
anybody could visit free of charge. Cony notes that access is cunently
only gained through high green fees which results in exclusivity and a
deliberate detenent to local golfers and sight-seers.

O’Byme (2001)

supports the claims made by Cony (2001) and states that the Old Head
of Kinsale golf course was specifically designed for the American market
with green fees costing in the region of £190 (€241) for each person.

According to O'Byrne, the problem of restrictive access to places of
natural beauty is not as drastic as the alteration of the landscape as a
result of the accelerating number of golf courses. “Over the past decade,
the golf industry has undergone remarkable expansion, frequently aided
by State and EU funds.

As a result, thousands of acres of the Irish

country side and coastline were fundamentally, and often irrevocably,
altered” (O'Byme, 2001: 7).
Lowes concurs with O'Byme and states that the Irish landscape and, in
particular, many of the great and historical estates have been destroyed
in a rush to gratify the requirements of the golf tourists (in O'Byrne,
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2001).

Among the best known of these estates is Carton House in Co.

Kildare, the K Club in Straffan Co. Kildare, Powerscourt and Druid’s Glen
(formally Woodstock) in Co. Wicklow, Fota in Co. Cork, and Mount Juliet
in Co. Kilkenny.

“With the disappearance of these parklands, an

important part of the country’s heritage has also been lost forever” (in
O’Byme, 2001: 7).
O’Byrne further notes that, for many environmentalists, an even greater
worry has been the creation of new golfing resorts close to the sea
because of the impact on the Irish coastline. According to Karen Dubsk^^
of Coastwatch Ireland, golf has posed an enormous challenge to some of
the most stunning landscape, often created over thousands of years.
Dubsky suggests that these sites can be archaeologically important and
are often the last residual areas of very rare plants. Dubsky also notes
that the maintenance of golf courses does not allow the natural evolution
of a landscape to take place and that management companies put hard
erosion-control policies in place which have an effect on whole areas (in
O’Byme, 2001).

Kilkenny’s landscape has also suffered as a result of commercial
development.

According to McDonald (1998), developers bulldozed

remnants of a medieval wall to make way for profitable infill schemes.
“One of the latest casualties is a view of the Black Abbey framed by the
last surviving city gate, now lost forever behind another trio of houses”
(Me Donald, 1998: 12).

McDonald also states, for example, that the

village of inistioge, south of Kilkenny, noted for being picturesque and
scenic, is also threatened by developers seeking sites for new holiday
homes.

The cliffs of Moher in County Clare are the subject of a recent
controversy, with environmentalists protesting against the proposed
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interpretative centre because its development would inevitably change
the landscape. According to Deegan (2002b), Clare County Council and
Shannon Development are at loggerheads’ over the proposed plans as
Shannon Development accuses Clare County Council of performing an
attempted takeover of its property and activities at the Cliffs of Moher.
Shannon Development state that:

The proposed structures are extremely intrusive upon the natural
environment and do not represent an appropriate proposal, based on
best international practice, for management of sensitive natural
heritage resources and sensitive landscapes. Pointing out that the
proposal will entail excavating the hillside behind the existing visitor
centre to accommodate the new centre. Shannon Development state
that 'these considerations indicate that the proposed development
will be extremely intrusive upon the natural landscape setting,
which at present and in its natural state is part of the experience of
the cliffs context'. It claims that the grass terraces that line the hill
side currently provide the habitat to sustain breeding choughs as
annex one species in the EU directive on the conservation of wild
birds. As a result of the proposal. Shannon Development claim that
the protected species would be at least displaced if not eliminated
from the area (in Deegan, 2002c: 6).
McDonald (2002) supports Deegan (2002c) and claims that the proposed
development would have a negative impact on the environment and on
the sensitive landscape at the cliffs, and notes that, contrary to agreeing
to a new development. Shannon Development’s strategy for the cliffs of
Moher is to restore the landscape to its original state and remove the
existing visitor facilities including a cafe and craft shop.
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According to OTaolain (2002) visitors make their way to the Cliffs of
Moher to be in a relatively un-spoilt part of Ireland that is easily
accessible and on the tourist route. OVaolain claims that they have not
gone there to study cliffs with the aid of audio-visual props, or to see an
exhibition. Professor Emer Colleran of NUI Galway states that it is time
to iDite the bullet’ and move the centre away from the cliffs to avoid
further damage. According to Colleran, the impact of visitor centres has
been veiy mixed, and notes that some people consider them to be
beneficial, while others believe that tourists are bored by them (in
Deegan, 2002a: 3).

Presently, O’Faolain (2002) notes that the Cliffs are in a wonderful and
un-spoilt setting surrounded by beautiful old fields which are still edged
with the flagstones of the region and the old road.

“The slope of fields

down to Liscannor is a miraculous patchwork-quilt in shades of
turquoise-green” (O’Faolain, 2002: 7). OTaolain echoes the imagery that
is constantly portrayed by Bord Failte in the promotion of Ireland, and
agrees with Deegan and O’Byrne that we are in danger of losing our
heritage and landscape in the name of progress.

O’Connor states that

picturesque landscape and beautiful scenery constitute other dominant
motifs

in the tourist construction

of Ireland.

Quinn, who has

undertaken research on the subject of landscape and scenery, notes that
the highlighting of the natural landscape is a regular feature of tourist
publicity campaigns. However, Quinn’s study found that a higher than
average amount of space was devoted to the landscape theme - 39% of
Bord Failte brochure space as opposed to 32% found in a comparative
study of twenty-one national tourist board brochures (in O’Connor,
1993). Nash concurs with O’Connor and states that:

The image of the landscape of the West of Ireland is central to a
consideration of tourism and Ireland, in terms both of its use in the
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significance of the region. Images of the western landscape function
in promotional publications as a shorthand notation for the
landscape of Ireland in general (Nash, 1993: 86).
In a bid to maintain part of Ireland’s heritage, and in order to allow free
access, the State has bought a portal dolmen in the Burren in Co. Clare.
The then Minister for Arts, Heritage, Gaeltacht and the Islands, Sheila de
Valera stated tdiat Poulnabrone portal dolmen is one of the most
significant symbols of our built heritage and the future care and
preservation of the dolmen and its environs can now be secured for the
benefit of Clare, the nation, and future generations (in Deegan, 2001).
According to Deegan (2001), 100,000 people visit the megalithic tomb
annually and, according to the Minister, the purchase would allow her
department to manage visitor access and circulation around the site in a
way that would be compatible with the protection and preservation of the
significant national monument.

2.5.6

The Traditional Irish Welcome
Shadow or Substance?

In modem Ireland you are more likely to get your breakfast from a
Latvian than a Leitrim colleen (Felle, 2001: 6).
According to a report by the Market Research Bureau (MRBI), and
commissioned by Bord Failte, tourists commented that, while they
accepted that multiculturalism was commonplace throughout the world,
they still preferred to be served by Irish people in hotels and pubs. The
report also found that holidaymakers wanted

an

authentic Irish
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experience, with the traditional Irish pub still remaining a major
attraction. Tourists placed a veiy high emphasis on the ability to go into
a traditional Irish pub and engage in conversation with locals and enjoy
a traditional Irish music session (Felle, 2001).

Kim Bielenberg, a journalist who posed as a tourist in Dublin in order to
have an authentic Irish experience, found very few Irish people in
frontline positions.

“For just one day, I was Hans Winnkelmann, an

awkward 37 year old, who had just arrived from Munich hoping to bask
in the warm glow of the legendary’ Irish hospitality” (Bielenberg, 2000:
14).

According to Bielenberg, in the tourist office in Suffolk Street in

Dublin,

the woman behind the counter was herself a foreigner.

Bielenberg claims that Dublin is so continental that many who work in
the tourism industry do not have a firm grasp of the English language.
Bielenberg relays that shop assistants, waiters, and cooks converse
among themselves in merry tones of Spanish or Italian. Bielenberg notes
that they are quite friendly and polite, but that a look of cheerful
bewilderment appears on their faces when Hans Winkelmann asks
questions.

In a souvenir shop, Bielenberg had the same experience.

After asking the shop assistant for a shillelagh, the shop assistant replies
in broken English “I’m sorry, I no understand” (in Bielenberg, 2000: 14).
In Bewley’s cafe, located on Grafton Street, Bielenberg (2000) had a
similar experience. In reply to asking a Latin gentleman at the checkout
for the time he replied:

“Four pounds, seventy-five” (in Bielenberg, 200:

14). Brennan supports Bielenberg’s claims and states that nowadays in
Ireland one is unlikely to find an Irish person working in a restaurant,
pub or hotel. “Ask a simple question like ivhen’s dinner?’, or Vhat’s the
special of the day?’, and all you get in return are the blank expressions of
the predominantly Spanish, Italian, French, German, African or East
European staff. No one speaks English” (Brennan, 1999: 11). According
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to Brennan (1999) one could be forgiven for thinking that one is in the
wrong country while trying to order your food in an Irish restaurant.

Bernard Allen T.D., highlighted the problem in the Dail when he cited a
situation where a customer tried to book a hotel room in the Holiday Inn
in Pearse Street, Dublin. According to Allen, the receptionists could not
understand the ‘English language the customer was using’ and as a
result found it almost impossible to make a reservation. Allen states that
it is vital to have proper communication with tourists and that these
incidents are warning signs to the whole tourism industry that the face
of Irish tourism is not represented by Irish people (in Brennan, 1999).
O’Mahony (2001b) concurs with Allen, and notes that it is very difficult to
get a ‘Cead Mile Failte’ from someone who cannot understand what you
are saying, let alone speak the language. Sheridan (1999) notes that the
shortage of native hotel and restaurant workers may be attracting a
charming touch of cosmopolitanism to the industry but it brings its own
problems, with language fluency being a major one.

Denis Moylan, a catering recruitment consultant, states that, within five
years, more than half the hotel and restaurant staff in the republic will
come from abroad (in Sheridan, 1999). According to Devlin, catering and
service in the tourist industry needs to improve dramatically, as 10% of
tourists complained that it failed to meet expectations.

Language was

one of the problems, with frustration at the halting English of a number
of overseas workers in frontline positions in restaurants and bars.
Devlin (2002) notes that the complaints applied particularly to Dublin,
where there were both more visitors and more workers for whom English
was not their first language. Eamonn McKeon, chairperson of CERT, (the
body responsible for training in the hotel and catering industry), said
that industry training was essential to solve the problems.

“Inevitably

we’re going to have more overseas workers in our industry. We need to
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accept that fact and we need to invest more time in training before they
go into frontline jobs. They should know something about the locality. A
typical comment was, ‘the girl who served them didn’t know where the
local abbey that they wanted to visit was located’ ” (in Devlin, 2002: 8).
McKeon suggests that workers, whose grasp of the English language was
limited, should not serve customers until they had attained a certain
level of proficiency. His recommendations also included the partnering of
non-nationals with a designated workmate to whom they could turn to
for help with language difficulties.

McKeon notes that these measures

will pay dividends in the long term.

“Ideally, even if there wasn’t a

language difficulty, every premises should have a week-long education
programme or even an hour or two a day. God gave us scenery but he
also gave it to lots of other countries” (in Devlin, 2002).

Sheridan (1999) concurs with McKeon, and states that the real issue is
training. According to Sheridan, the concept of training is alien to most
owners and operators.

Sheridan claims that just 34% of Irish hotels

have an action plan for training and, for many, this plan will never be
implemented, given that only 20% of those have actually allocated a
budget for it. Sherddan’s claims had already been proposed by Flynn in
1998, when he stated that for many years tourism operations failed to
concentrate on staff planning and training.

As a direct result, training

and skill shortages have begun to dominate the tourism sector.

2.5.7

Is Ireland an Overpriced Anachronism?

Ireland is overpriced, overrated, and visitors are less than charmed
by our Cead Mile Fdilte (McCall, 1994: 3).
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A Bord Failte research survey has found that 36% of visitors now say
that costs in Ireland are unacceptably high, compared to only 22% five
years ago (Khan, 1998), According to Khan, the tourist board fears that
the word could be put out that Ireland is an expensive destination.
Sheridan (1999) concurs with Khan, and notes that the Minister for
Tourism, James McDaid, has received many complaints regarding high
costs experienced by tourists.

Some of the complaints include £10

(€12.70) being charged for two cups of coffee and a light biscuit, and £8
(€10.16) for soup and a roll.

Sheridan notes that the Belgians

complained of staggering car hire costs, which, according to Sheridan,
are not surprising considering that Ireland, along with Austria and
Switzerland, is the most expensive in Europe. McCall supports Sheridan
and states that “Ireland is an expensive country in which to drink, eat,
and holiday" (McCall, 1994; 3)
Felle (2001) concurs with McCall, and reports that Ireland can be
perceived as being relatively expensive for a rural holiday.

Felle states

that a Bord Failte report into rural tourism in Ireland lifts the lid on a
world of over-priced hotels, BdsB’s and guest houses. According to Felle,
Irish people who holiday at home believe that they saved little by
choosing ‘Clare instead of the Caribbean’. In response to the Bord Failte
report, the Minister for Tourism, Dr James McDaid, stated that “The
report shows country hotels and B&B’s should drop their prices if they
want to keep their bedrooms filled” (Felle, 2001: 6).

The Bord Failte

report further states that foreign tourists who holiday in the Irish
countryside believe the accommodation to be expensive, the food poor,
and the hygiene bad. The report further notes that tourists travelling to
rural

destinations

desire

quite

affordable

holidays

(Felle,

2001).

According to Travers (2003), more that half of the visitors to Ireland in
2002 described their holiday as “fair, poor, or very poor”, with about 80%
of Germans, Dutch, and Italians expressing disappointment. According
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to Travers, these negative results related directly to research undertaken
by Bord Failte in 2002 on Value for money’ in the tourism sector (in
Siggins, 2003).

Bord Failte, in response to the complaints of overpricing, states that
“Ireland is not a mass tourism destination. It is not Spain or the Algarve.
We have a very short season and we do not have the volume. This will
naturally be reflected in the prices where hoteliers and so on are relying
on a few months to pay for a facility throughout the whole year” (in
McCall, 1994: 3).

Wolfgang Karlsruhe, a German visitor, expressed

dissatisfaction at the lack of adequate transport facilities, and the high
cost of taxis. “I cannot believe the fact that there is no train connection
to the airport.

I get off my plane and ask how to get to the centre of

Dublin, and I am told to wait for a bus, but to avoid the taxis because
they are very expensive” (in McCall, 1994: 3).
Khan (1998) notes that Germans and Italians, in particular, say that
Irish prices are far too high, when compared to what they pay in their
own home countries. According to Flynn (1999), visitors to Ireland are
‘milked at every opportunity’.

This statement was made in light of

another levy being introduced in order to further tax tourists in 1999.
Flynn claims that a special access levy is planned which will force most
visitors to pay a £4 (€5) contribution towards a marketing fund. Flynn
also notes that local councils are lining up to introduce a local tourism
tax to pay for refuse and water services. Combined with rising prices for
visitor facilities, there is a real danger of losing competitiveness. Flynn
states that, with 30,880 hotel and guest house bedrooms in 1999, a £1
nightly

levy

could

supplementing that.

raise

about £8.8

million

(€llm)

with

BfisB’s

According to Sheridan (1999), the Irish tourism

industiy has become arrogant in relation to tourist charges.

“Cool and
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arrogant enough to be considering all sorts of levies on tourists just
waiting to enter this little candy shop” (1999: 1).

Siggins (2003) states that the introduction of the euro has highlighted, to
a greater degree, that Ireland is an expensive destination in which to
holiday.

Siggins further states that, in the twelve month period from

January 2002 to January 2003, the British and the US markets have
also identified that Ireland is an expensive destination.

According to

Siggins, this is a worrying trend, as in the past these markets had not
considered price to be an issue when considering holidaying in Ireland.
This was due to the strength of both the dollar and sterling.

2.5.8

Crime in the Land of Welcomes

Peter Young (2001), of the Institute of Criminology in Dublin, states that
there is a three-fold rise in reported crimes since 1950.

According to

Young, crimes are becoming more serious, with 17% of crimes in 1998
described as indictable, compared to 8% in 1950.

Offences against the

person have risen by 15% since 1995, with increases in lethal violence,
non-lethal serious violence, and sexual offences (in O’Keeffe, 2001b).
However, the research shows that Ireland still has one of the lowest
crime rates in Europe, with only Spain lower (in OKeeffe, 2001b).

Even though Ireland is regarded as one of the safest nations in Europe,
many tourists have suffered at the hands of violence, and many have lost
their lives in Ireland.

Niland (2001) reports that a 28 year old German

tourist Bettina Poeschel was found murdered on the outskirts of the
village of Donore near Drogheda on Tuesday, September 25, 2001.

She

was on her way to visit Newgrange, an historical and much visited site.
According to Niland, Bettina disappeared on a quiet country road in the
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middle of the day.

Niland also notes the disappearance of Annie

McCarrick, an American touring the countiyside, who vanished without
a trace a number of years ago. Doyle reports on an Italian student who
was viciously assaulted in Dublin:

Guido Nasi sufferered a blood clot under the skull outside of the
brain which caused near-fatal but permanent physical injuries after
he confronted a young boy over the disappearance of his wallet
(Doyle, 2001: 1).

According to Doyle (2001), Nasi had come to Ireland for the summer to
learn English.

Khan (1998) notes that, despite problems with attacks

and thefts from tourists, 39% of visitors said that they had chosen
Ireland because it was a ‘safe and secure destination’. Sheridan (1999),
reports that Ireland has developed a need for victim support, and, in the
first five years of its existence, it has handled more than 1,700 cases.
These cases had been referred by the Gardai.

Bord Failte support

Sheridan’s claims and state that the Gardai referred 834 tourists to the
Victim Support Service in 1999.

Following assistance from the service,

Bord Failte notes that 739 (89%) completed their stay in Ireland (Bord
Failte, 2000).

Holmes, writing in 1992, noted that tourists do not feel threatened by
crime in Ireland.

Holmes questioned Kerstin Schmidt from Cologne,

Karen Poser from Bavaria, Johann Muhle from Switzerland, Maureen
O’Connor from Chicago, and Lee Morrison from Montana, and found
that, although all five had been warned about crime, in particular theft,
none had had any adverse experiences, or had felt threatened. According
to Holmes, the level of crime against tourists in Ireland is low compared
to many other countries, but notes that it is still a fact that many
tourists find, to their cost, that Ireland is not as safe as they had
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imagined: for example, “A young German visitor was killed and his
companion badly injured after they pitched their tent in a secluded area
of the Phoenix Park” (Holmes, 1992: 8).

According to Holmes, most of the crime is centred in Dublin and other
large population areas like Cork and Limerick.

Magee agrees with

Holmes, and claims that the two main obstacles to the city’s tourist
boom are the proliferation of beggars and people sleeping on the streets
in broad daylight.

According to Magee, tourists are intimidated by

beggars in places like the Ha’penny Bridge (in Sheridan, 1999). Sheridan
(1999) concurs, and notes that Magee’s statements are supported by a
letter to the Irish Times where the writer describes being ‘accosted by no
fewer than eight younger beggars in the space of 20 minutes’.

Holmes (1992) also reports a veiy frightening fact when he notes that
remote and scenic areas of Ireland, such as Glendalough and Newgrange,
are criminal blackspots. Considering the disappearance and murder of
Bettina Poschel in 2001 while visiting the historical site at Newgrange,
Holmes’ statement is ominous.

Kuehn concurs with Holmes and also

states that remote areas are not crime free:

Out in Clifden on the west coast, Eileen McCann, whose BSsB boasts
the best breakfast west of Dublin - complains that ‘We can't afford
to leave flower tubs outside the door any more. They're either stolen
or maliciously destroyed' - Desmond Morris, a lawyer from Galway,
confirms that 'Respect for life and property has sharply declined' (in
Kuehn, 1999: 9).

According to O’Reilly (2001), Dingle in Co. Kerry did not escape the
onslaught of crime.

O’Reilly notes that it has been necessary to put a

sophisticated security camera system in place on the quays in Dingle as
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a result of numerous incidents.

Cork city also installed closed-circuit

cameras in prime locations around the city in an effort to reduce crime.
According to Lucey (2001c), twenty-nine cameras are to be installed to
cover the main pedestrian areas surrounding the city.

Lucey reports,

that the Cork Crime Prevention Officer, Garda Sgt Michael ODonoghue,
stated that he hoped that the cameras would act as a deterrent to gangs
who congregate in the city at night.

A couple on an extended visit from America felt compelled to write to the

Irish Times after having a frightening experience on the Dart in Dublin
and later being the victims of a theft:

At Pearse Station a drunken man hurled himself over the seat across
from us. By Landsdowne road he was face-first in the aisle. We
moved. ‘Worse luck\ Around Dun Laoghaire, two lager-swilling,
chain-smoking, obscenity-spewing young louts sprawled on the
seats across the aisle. A bizarre dialogue ensued. An unseen
conductor's amplified voice demanded that the ‘No Smoking' rules
be obeyed. Predictably, the boys screamed filthy rejoinders,
accompanied by much spitting and ash-flicking, inches from me.
That particular torment ceased around Dalkey. In its stead we were
graced by the company of Eric, so identified in the course of a
pathological mobile phone rant Eric, it seems, knew who stole his
bike. On Tuesday morning Eric planned to kill him. Variations on
this theme were screamed all the way to Greystones, when my
terrified wife and I were at last released from this DART purgatory.
No crime was committed during that hour-and-fifteen-minute ordeal,
but somehow we felt like victims.

In 15 years of enduring the

subways of New York City, I never felt so happy to get off a train.
P.S. It is now 5 p.m. on Monday May

Within the past two

hours, in the car park of Ballygannon woods near Rathdrum,
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someone broke into the locked boot of our rented car and stole my
wife’s purse. We are now officially victims, and the point is taken:
crime in Ireland is indeed an authentic issue (Reardon, 2002: 15).
2.6 Extraneous Factors AfTecting Irish Tourism

These are scary times for tourism. Beside the nagging threats of
foot-and-mouth disease and global recession, the industry faces a
punishing fall in overseas visitors amid huge uncertainty over the
fallout from the threatened ‘war’ on terrorism
(OTVIahony, 2001a: 21).

The

tourism industry has suffered in the past from unforeseen

circumstances. In 1991, the tourism industry experienced a major drop
in visitors as a result of the Gulf War in the Middle East. Dalby (1991)
notes that an all-out war in the Gulf would make the Americans
unwilling to travel.

Ten years later the tourism industry was to face a

double catastrophe, a coincidence of misfortune which was among the
worst in its history: an out-break of foot-and-mouth coupled with an
unimaginably cruel and spectacular terrorist attack in the United States
of America on September 11, 2001:

After eleven years of sustained growth in the tourism industry, the
visitor numbers are down this year. The events that caused this
drop are out of our control, but we must work in partnership with the
industry to return to growth as soon as possible (McDaid, 2001: 1).
According to Sheehan (2002), the number of foreign visitors to Ireland fell
sharply last year after years of record growth. Courtney (2002) concurs
and states that the tourism industry has endured one of the most
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difficult years in its history, having suffered two major setbacks during
2001. Preliminaiy figures, released by the department of tourism, show
an estimated decline in the industry of about 7% in 2001 to 5.8 million
visitors, while expenditure by overseas visitors dropped by almost 1%
(McDaid, 2001). Power (2003) notes that, for the first time in the history
of Irish tourism, Irish people holidaying abroad outspent foreign tourists
visiting Ireland by €72 million during the peak summer months last year.
This, according to Power, is a dramatic reversal of previous trends in the
Irish tourism industry.

According to Brady (2003), the situation for Irish tourism for the 2003
season does not show any signs of improvement, as visitors from the
United States are slow to travel abroad as a result of the volatile
situation in Iraq.

Me Caughren and Sweeney (2003) concur and state

that the heightened concerns over a war in Iraq and the fear of possible
terrorist attacks around the world are causing Americans to postpone
their travel plans.

2.6.1

The implications of the Foot-and-Mouth Crisis of
2001 for Irish Tourism

Tourism is suffering as a result of the foot-and-mouth crisis in
cancellations and loss of image.

‘It is a bitter pill for the industry to

swallow’ (Lucey, 2001b).

Foot and mouth Disease (FMD) is an acute, highly contagious
picomavirus infection of cloven hoofed animals.
spread

over great distances

with

The disease can

movement of infected

or

contaminated animals, products, objects and people (Geering et al.,
1995: 25).
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According to Geering et al., humans can be infected through skin
wounds or the oral mucosa, by handling diseased stock, the virus in the
laboratory, or by drinking infected milk.

These facts led to major

confusion about how contagious foot-and-mouth really was for humans,
and, as a result, unfounded fears with regard to catching foot-and-mouth
led to a significant depression in the tourism industry:

‘Don’t eat beef and drink nothing but bottle water. That’s the only
way to avoid catching foot-and-mouth’, says Phil, an accountant
from Los Angeles (Bettinga, 2001: 10).

Such statements were detrimental to the whole tourism industry at the
time of the out-break of foot-and-mouth, and, according to Bettinga
(2001), sensational media reports on the whole crisis led to myth after
myth, which in turn led to significant losses in the tourism industry.

The Irish tourism industry suffered extensively at the hands of foot-andmouth disease, as some tourists genuinely believed that foot-and-mouth
was contagious to humans, and also as a result of the many restrictions
on travel, including the closure of all national parks and tourist
attractions. Dillion (2001) reports that KiUarney, which is considered the
tourists’ capital of Europe, was left without its greatest natural asset, as
a result of the restrictions that were put in place to keep foot-and-mouth
at bay. The Killamey National Park, in which the ‘Lakes of Killamey’ is
the centre piece, was firmly shut, along with the adjoining grounds of
Muckross House and Ross Castle.

These were vital and necessary

precautions for Killamey’s National Park as 800 red deer wander freely
here and have done so for the past 12,000 years.

Enquiries for Irish holidays began to plummet, and the Minister for
Tourism, James McDaid, sought extra funding to reassure the Americans
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and the Europeans that Ireland was a safe destination (Tynan, 2001).
According to O’Doherty (2001), the major problems facing the Irish
tourism industiy at the time of the outbreak of the foot-and-mouth
disease was the fact that international media portrayed Ireland and
England as the one nation, with foot-and-mouth rampant throughout
the British Isles.

The reality was that Ireland had only one out-break,

while England and Northern Ireland were rife with the disease:

Then there was the on-screen graphics which showed the two
islands side by side with dots over infected areas.

The border

between the Republic and the North had somehow vanished. Only
those with a clear understanding of the political geography of the
island would have known that the Republic had only recorded a
single case offoot-and-mouth disease. To unwitting Americans who
might have had plans to spend their holiday dollars in Ireland this
year, headlines like the New York Times' recent 'Hoof-and-mouth
Plague Rages in Europe' were starting to ring true (O’Doherty, 2001:
2).
Brian Leahy, chief executive of the Irish Tourist Industry Confederation,
stated that Americans are choosing different holiday destinations now,
and ‘once they are gone it will be impossible to get them back’.

Leahy

concurs with O’Doherty (2001), and states that there is a lot of
misinformation with regard to foot-and-mouth, with many Americans
under the impression that Irish food is not safe for consumption (in
O’Doherty) 2001).
The Minister for tourism. Dr James McDaid, T.D., speaking in the Dail,
on the March 7, 2001, reiterated the fears expressed by O’Doherty and
Leahy, and stated that, if there was a continuation of the negative and
adverse publicity regarding foot-and-mouth by the international media, it
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would have a significant impact on the tourism industry for 2001, and
for subsequent years (in Brown, 2001). The Minister states that:

In the eyes of the United States, the two islands are being regarded
as one and we have to try and communicate the message that this is
not so (in Guidera, 2001: 11).
According to Guidera (2001), some Americans believed that Ireland was
completely shut down, while others thought they could catch the footand-mouth disease themselves directly, or through the consumption of
Irish food. The Chief Executive of Bord Failte, John Dully, called on the
government to give additional funds to contradict the negative image that
existed abroad as a result of the disease. Dully stated that, “we’re open
for business, you will probably get a better welcome than ever, and
Ireland is a perfectly safe place to visit”.

Dully notes that, contrary to

reports from some news agencies, there is no ban on Irish meat and
dairy exports to the EU (in Shanahan, 2001b). The press officer for Bord
Failte claims that it will take a long time for the Americans to forget
about the crisis: “This industry is not something that can be turned off
and on just because the foot-and-mouth restrictions have been lifted” (in
Holland, 2001: 3).

Mary Fitzgerald, president of the Irish Hotels

Federation, was also gravely concerned with images that were portrayed
of Ireland abroad, and stated that it would “decimate an industry that
has taken a decade to build” (in Ryan, 2001).

John Brown (2001c), the press officer for Bord Failte, reported that the
respondents to a Bord Failte Barometer Surwey in early June, 2001,
reported a downturn in business for the first five months of that year.
Brown further notes that all sectors of the tourism industry attribute the
decline to the foot-and-mouth crisis. Mac Connell (2002) reports that the
single outbreak of foot-and-mouth disease in the Republic last year cost
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the exchequer over €1 billion and the tourism sector €200 million.
According to the Minister McDaid, the main reason for the decline in
tourism in Ireland was the outbreak of foot-and-mouth: “No-one could
have foreseen the events of 2001 which have had such an effect on
tourism” (McDaid, 2001: 4).

The closure of the national parks and all the major visitor centres, along
with the decision to cancel the Saint Patrick’s Day Parade, came under
major criticism from the tourism industry. According to Lucey (2001a),
the decision to cancel the Parade was widely criticised, as tourism
industry commentators said that the decision was premature and sent
‘all the wrong signals abroad’ “The message to tourists is confusing American visitors now think that we actually have foot-and-mouth”
(2001a: 10).
According to Hickey (2001a), the impression in other countries about the
foot-and-mouth disease in Ireland is more negative than it needs to be.
Hickey quotes Sean Coyne, Chairman of the Killamey of the Welcomes
Marketing group, as claiming that the coverage by CNN in the US in
relation to the disease seemed to portray that the disease was in Ireland
and that we were not disease free:

The coverage of the Patrick's Day activities, particularly the
cancellation of the Dublin parade, is resulting in the American travel
trade and independent travellers - and to a lesser extent Continental
Europeans - tending to write off Irish holidays for this year (in
Hickey, 2001: 8).

Americans, Denis and Andrea Adams, from Chicago, holidaying in
Ireland, stated ‘that it would be extremely disappointing if the Parade
was cancelled’, as it would have a knock-on effect on the Irish holiday
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experience (in Lucey, 2001a).

Other American tourists in Galway were

further disappointed when they were not allowed access to

see

Connemara ponies which were to be the highlight of their visit (McKenna,
2001).

Another serious concern for American tourists was the fear of

being trapped in Ireland.

“I was in America recently, and people were

saying, If I get in can I get out?’” (in Donaghy, 2001: 4).

All aspects of tourism were affected by the foot-and-mouth crisis, and
angling tourism was no exception to this.

According to Judge (2001),

angling tourism almost collapsed as a result of the restrictions imposed
by the crisis. Anglers who normally ‘came on spec’ did not travel at all.
Judge reported that business people like Michael Swartz, proprietor of
the Ballina Angling Centre, stated that his business was facing collapse.
Northerners in the tourist trade paid the same price as their southern
counterparts at the hands of foot-and-mouth.

Rosaleen and Bobby

Beare of Fermanagh Lakeland Lodges, Co. Fermanagh, suffered the same
fate as Michael Swartz, with fishing clients from Germany cancelling
their holidays:

From the beaches of Portrush to the peaks of south Armagh the story
is the same.

Hundreds of businesses in tourism are reporting

cancellations and reduced bookings as the most popular tourist
spots, including the Giant’s Causeway, are closed (Ingle, 2001: 5).
The government came under severe criticism as a result of all the
restrictions imposed on the tourism industry.

Tom Kane, Managing

Director of Adare Manor, in Co. Limerick, sent an open letter to the
government stating that the restrictions were

ludicrous,

and,

in

particular, the decision to cancel the Patrick’s Day Parade. According to
Kane (2001), all the bands who had spent most of last year saving and
raising funds in order to make the journey to Ireland for a ‘once-in-a70

lifetime experience’ had had their dreams shattered. In Kane’s opinion,
the effects of the cancellations would have an even more detrimental
effect on the Irish tourism industiy. Kane stated that he was appalled by
the sense of ‘panic and paranoia’ (in Hogan, 2001).

Kane challenged

anybody to present a positive link between cancelling the parade and
containing an animal virus which has yet to manifest itself in this
country’, “Like a Chinese curse, our wish will be granted” (in Purcell,
2001).

Kane criticised the memorandum that was issued to the golf

clubs of Ireland, suggesting that the playing of golf be restricted to
‘members’ only.

Kane further states his disapproval on the ban on

angling, and stated that “It makes no sense to decimate one segment of
our economy to mitigate the perceived loss of another” (in Hogan, 2001:
11).

As a direct result of the closures due to the foot-and-mouth disease,
tourists from Britain looked for their money back. Bord Failte confirmed
that people from Britain, especially hill walkers and anglers, were
demanding 100% refunds (McKenna, 2001). According to Sheehan and
Wall (2001), the Irish Hotels Federation claimed that the outbreak cost
the industry €4.1 million in cancellations and up to €15.24 million in
forward bookings.

The Donegal International Motor Rally, worth €19

million was postponed; Castlebar International Walking Festival was
cancelled at a cost of €1.27 million; 25-30% of US coach business was
lost by Galway hotels; the World Irish Dancing Championships was
cancelled in Ennis at a loss of €3.81

million.

The closure of

Glendalough, the second most visited area in Ireland next to Killamey,
had a devastating effect on many small hotels and guesthouses.
Shannon Development stated that the mid-West was bracing itself for a
£60 million drop in tourist revenue (Sheehan and Wall, 2001). Similarly,
O’Doherty (2001) noted that “People are accepting that the tourist season
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is over for this year and that it can’t be turned around at this stage”
(2001:2).
In order to contradict the adverse effects of the publicity overseas, Bord
Failte embarked in spearheading a special campaign in the overseas
markets.

The aim of this campaign was to reassure potential visitors

that they could enjoy a wonderful holiday in Ireland in 2001.

This

reassurance campaign also merged into the domestic market (Bord
Failte, 2001a). According to O’Keeffe (2001a), it was a case of ‘make or
break’ for the tourism industry as 400,000 potential tourists would
decide whether they would travel to Ireland.

According to Downing

(2001c), “plans were afoot to spend at least €7.62 million, in the coming
weeks on a reassurance campaign in Ireland’s major tourism markets”.
Downing reports that the Minister for Tourism, James McDaid, intended
to spearhead the advertising and media campaigns himself.

Downing

further notes that tourism operators claimed that severe damage had
been done to the Irish tourism industry in Britain by “newspaper
advertisement warnings” placed by the Department of Agriculture there.
Eamonn Ryan, chairman of Walking Cycling Ireland, stated that one of
the main problems in handling the foot-and-mouth crisis is that ‘the
Department of Agriculture has effectively been running everything,
including tourism’ (in Sheehan and Wall, 2001). This echoes the views
expressed by Kane that it is ludicrous to decimate one industiy in order
to protect another from perceived losses (in Hogan, 2001).

Trevor Sargent, leader of the Green Party, criticised the government for
abandoning Ireland’s second industiy, tourism, and further argued that
the Taoiseach, Bertie Ahern, should have taken a ‘stronger co-ordinating
role in managing the crisis’.

John Gormley T.D., supported Sargent’s

claims on the industry, and suggested that Ireland learn from the French
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authorities, who had successfully contained foot-and-mouth out breaks
without hurting their tourism industry (in Downing, 2001b).

2.7 Irish Tourism: Post Foot and Mouth Disease and
The Impact of September 11, 2001

It has been a bad year, but not as bad as expected
(Humphreys, 2001: 7).
According to Humphreys (2001), the tourism experts, who had been
monitoring the performance of tlie industry since the foot-and-mouth
disease broke in Februaiy, 2001, said that the year could have been
worse.

Humphreys states that the worst fears of extensive hotel

closures, widespread job losses, and a collapse in foreign exchange
earnings, were not borne out, even though the industry had severely
suffered. Humphreys further notes that the industry had become ‘tetchy
of late’, concerning claims that the trade is back to normal, as reports
emerged that there were accommodation shortages throughout the
country and, particularly, in major cities and towns.

According to

Humphreys, the industry stands accused of exaggerating the extent of
the crisis.

Humphreys further accuses the industry of ‘crying wolf, as

figures from the central statistic office for the first quarter of the year
show visitor numbers were down by only 2.4%, a drop attributed to a
collapse in the British market alone.

The number of North American and European visitors actually rose. Aer
Rianta figures for the first six months of the year showed passenger
numbers had increased by 3%. At Dublin Airport, European traffic was
up by 14%, and trans-Atlantic traffic by 7% (Humphreys, 2001).
According to Tony Kelly, chairman of the Tourist Industry Confederation,
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the industry experienced a busy July and August (in Humphreys, 2001).
Brown (200 Ih) states that the tourism industry had made a strong
recovery after the effects of the foot-and-mouth disease, but it is now to
face an even bigger challenge.

Brown, reports that the impact of the

attacks on New York and Washington on the airline business will be
devastating for the future of the industry, and that the "knock-on effect
on tourism will be far reaching"’. Mitchell (2001) concurs, and states that
the tourist industry suffered enormous losses on account of the foot-andmouth outbreak and the events of September 11. According to Mitchell,
it is the first time in ten years that the number of overseas visitors and
overseas spend has been down on previous years.

O’Doherty (2001)

concurs, and notes that the downturn in the tourism industry is the first
in over a decade according to figures released by Bord Failte.

2.7.1

September 11: War on America

The tragic events of 11 September have changed the world in which
we live.

The victims of the terrorist attacks and the thousands of

grieving families have suffered most. Less than one month from the
attacks in

Washington and New

reviewing future strategy and plans.

York,

many industries are

It is apparent that global

tourism is experiencing the most dramatic impact (Brown, 200 Ig: 1).

On Tuesday, September 11, 2001, four hijacked American aircraft dealt
Irish tourism a further blow with the most significant internal attack ever
on US economic and military interests (Flynn, 2001). “There has never
been a single incident in the history of tourism in Ireland which has had
such a rapid and extensive impact” (in Hickey, 2001c: 5).
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Following the setbacks caused by the foot-and-mouth crisis earlier in the
year, there were hopes for strong recoveiy in the tourism industry in the
second half of the year, but all hopes were dashed on September 11,
2001, when thousands of people lost their lives as a result of the
hijacking of four American planes (Hickey, 2001c; 5).

Donaghy (2001)

concurs with Hickey and states that the foot-and-mouth crisis had
seriously eroded confidence in the tourism sector with revenue losses
estimated at €635 million for 2001, but these figures now ‘paled into
insignificance’ after the tragic events of September 11, with hotels and
leisure outlets reporting trading down by 60%. “People in the US will be
reluctant to travel until confidence is restored” (in Coffey, 2001: 4).

According to O’Mahony (2001b), Irish tourism will be down a minimumx of
300,000 visitors in 2001 due to the foot-and-mouth outbreak early in the
year and the cataclysmic events in the United States. O’Mahony further
states that the air disaster over Queens in New York, will only ‘add to the
catalogue of woes’.

“If truth is the first casualty of war, then tourism

suffers pretty early on, once negative economic circumstances start to
impact” (O’Mahony, 2001b: 9). O’Mahony further notes that, from an US
point of view, the latest airline disaster will ground thousands more
citizens who were already dubious about air travel after the September
11 carnage.

Coffey (2001) states that, on past experience of the American market,
Americans who would take an annual foreign holiday will now stay at
home. Historical evidence proves this: fifteen years ago after the Achille
Laura cruise ship was hijacked in the Mediterranean, Americans stopped
travelling, and Ireland’s tourism figures dropped from 423,000 in 1985 to
343,000 in 1986. Coffey further notes that in 1990 with the out-break of
the Gulf War, the Americans again were reluctant to travel and visitor
numbers dropped from 443,000 in 1990 to 356,000 in 1991.
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According to Coffey, Ireland needs American tourists. On any given day
during summer/autumn, there are 35,000 to 40,000 Americans in
Ireland.

During September 2001, Bord Failte had expected 120,000

American visitors, and another 200,000 in the final quarter of the year.
Of last year’s 6.27 million visitors from overseas, over one million came
from the US, but American tourists still accounted for approximately
one-quarter of total foreign exchange earnings from tourism (Coffey,
2001).

Quinlan and Hickey (2001) concur with Coffey and state that,

even though Americans account for less than one-in-six visitors, they
contribute more than a quarter of the total tourism earnings. According
to Bord Failte figures, 6.2 million visitors spend €2.7 billion after arriving
in Ireland, of which just over one million Americans spend €707 million.
“The Americans are the biggest spenders by far” (in Quinlan & Hickey,
2001: 15).

McCarthaigh (2001) states that the North American market has been
worst hit by the recent attacks on America and further states that there
will be a 24% decrease in the numbers travelling to Ireland from the US.
Hughes (2001) proposes a similar case and states that American tourists
are the “lifeblood of many resorts and attractions especially on the
Western seaboard”. Hughes further states that as cancellations from the
US continue to mount, the mood in the tourism industry is ‘distinctly
nervous’ as the US is the second largest tourism market after Britain.
Hughes also reports that indirect businesses are already showing signs
of the fall-out from the September 11 events.

The week of the 30

September,

1,600

2001,

Waterford

Wedgewood

put

employees

in

Waterford and Dungarvan on short time because of anticipated drops in
revenue due to the absence of US visitors to Ireland.

John Foley, the

Chief Executive of Waterford Crystal, confirms the difficulties expressed
by

Hughes

and

describes

the

situation

as

a

‘triple

whammy’.
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O’Donoghue explains that the foot-and-mouth crisis, the downturn in the
economy, and the September 11 terrorist attacks in New York and
Washington, combined to create the worst business environment ever
experienced by Waterford Crystal (in Dooley, 2001).

Americans are now afraid to fly.

According to psychiatrist and former

Yale professor Harvey Wasserman, the debilitating effect of fear is clearly
demonstrated in the aftermath of the Twin Towers attack in New York.
“Americans

were

invincible,

untouchable,

unreachable,

the

only

superpower, people renowned for their confidence and readiness to
achieve. Now they won’t fly, won’t travel abroad, are quitting their sly^scraper offices, are scared to congregate, are frightened of dark skinned
people, have at times turned on Muslims, have closed down their
Congress for a period, and now cannot even bring themselves to open
envelopes” (in Rice, 2001: 13). Bord Failte also notes that the Americans
are very negative towards air travel. This negativity is widespread since
September 11; with travel on US carriers during the month of September,
2001, down by 30% (Bord Failte, 2001b). According to Tourism Ireland,
the economic slowdown and the impact of September 11 have caused a
serious decline in the number of Americans travelling both domestically
and abroad (Tourism Ireland, 2002).

2.7.2

The impact of September 11, 2001, on the Irish
Hotel Industry

Since September 11 terrorist attacks in the United States, leading
hotels

around

accommodation

Ireland
rates

have

and

been

forced

to

slash

introduce special offers

their

to attract

customers (Flood, 2001: 7).
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According to Barrington, the hotel industry has emerged as one of the
major casualties of the fallout of the terrorists attacks in the US.
Crowley concurs, and notes that the upheavals that have hit the tourism
industry left operating profits at Jurys Doyle hotel group down by 11%
on a like for like basis’ in the half year to end of October. According to
Crowley, other Irish hotel groups are suffering even larger slumps in
business as a result of September 11, 2001 (Crowley, 2002). According
to Flood (2001), Irish hotels rely on US business for about one sixth of
their total income.

Barrington (2001) reports that John Power, Chief Executive of the Irish
Hotels Federation, said that a survey of his members carried out on 1
October, 2001, indicated their US business was down by between 70 and
75%. As a result of the downturn in the market, Barrington notes that
hotels around the country are offering big discounts to encourage the
domestic Irish market to holiday at home, and to compensate for the
missing North Americans. Donaghy (2001) supports Barrington’s theory
and states that, according to the Irish Hotels Federation, the only thing
keeping the tourism market buoyant is the number of people taking
holidays at home as a result of the incentives on offer by the hotels.

According to Hickey (2001c), Dromoland Castle Hotel in Co. Clare, which
lost €952,000 of American business as a result of the atrocities on
September 11, became proactive with their marketing strategy, and
immediately focused on price (one of the four p’s in a marketing strategy)
in order to regain their lost business.

The managing director of

Dromoland Castle, Mark Nolan, stated that they hoped to regain up to
€635,000 of their business which was lost in the wake of the American
cancellations by becoming price sensitive.

Dromoland immediately

embarked on an advertising campaign in the Sunday newspapers, which
was aimed at the domestic and the British market, offering rates at a
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50% discount on normal rates.

Hurley (2002) states that the British

market delivers 3.1m visitors to Ireland and €1.2bn in foreign revenue,
and, accordingly, is an important market for Ireland. Paul O’Toole, Chief
Executive of Tourism Ireland Limited, notes that the British market has
shown the immediate potential for growth and could be the salvation of
Irish tourism.

Consequently, according to O’Toole, much attention will

be given to this important market in the form of strategic marketing
campaigns (in Ingle, 2002).

O’Brien (2002) confirms the importance of

the British market and relays that “over the last two years the British
market has performed strongl}^” (2002: 19)

2.7.3

The impact of September 11, 2001, on the Golf
Industry

The twin towers attack brought a halt to the busiest month of the
year for Irish golf tourism.

US bookings at the major links and

championship parkland courses collapsed in the days after the
outrage and there are few signs of recovery (Corry, 2001: 16).

Corry (2001) notes that among many of the repercussions of the attack
on America, the golf season in Ireland stopped in its tracks five weeks
earlier than it should have.

Corry further states that those courses

heavily dependant on American golfers, such as the Old Head of Kinsale
and Adare Manor, will inevitably suffer (Corry, 2001: 16). Tom Kane of
Adare Manor, which generates 60% of its business from the US, reports a
loss of all its bookings after September 11. According to Kane, this is an
extremely serious problem for courses such as Adare which is almost
exclusively played by American golfers (in Corry, 2001).

“The leisure

industiy will suffer most as a result of the terrorist attacks” (Coffey,
2001: 4.).
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Hardiman, (2001), supports the claims made by Kane and Corry and
states that Ireland’s premier golf courses are bracing themselves for
rough times ahead because of the slump in air traffic, especially out of
the United States.

Hardiman further states that most of the country’s

blue chip courses have developed a very high dependence on wealthy
American visitors, golfers who are willing to pay premium green fees of
€95-€241

per round,

but also have no problem with expensive

accommodation and food.

Hardimans claims are further supported by

the Tralee-based SWING, (South West Ireland Golf ltd), which markets
top-line courses in the South West, from Tralee to Waterville.

SWING

stated that there was a dramatic fall-off in American golfers during
September, a month that would normally be one of the busiest periods of
the year (in Hardiman, 2001).

Quinlan and Hickey (2001) concur and

report that the Golf Club at Waterville in Co. Kerry, which depends on
Americans for 90% of its business, recorded a sharp rise in cancellations.
The manager of the Course stated “we had been fully booked until the
third week in October, but October has been literally wiped out” (in
Quinlan and Hickey, 2001).

According to Hickey, The Old Head of

Kinsale Golf Club, near Kinsale in Co. Cork, which is one of the most
expensive courses in Ireland, was severely affected by the atrocities, as
80% of its business is from American golfers. “Around 1,200 rounds of
golf have been lost, which is in excess of €253,000, with

100

cancellations in one day” (Hickey, 2001: 5).

O’Mahony (2001b) reports that “whether the economy is in deep trouble
or still doing well after the crisis of 2001, has little bearing on the
tourism debate”. Tourism has been hard hit and will continue to suffer
in 2002. O’Mahony further states that while some differences of opinion
have emerged about the fall off in figures, the reality is that the economy
will suffer the loss of at least €292 million this year alone.

At least

14,000 jobs are under threat and many rural communities who rely on
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that bit of extra income and social support from visitors have suffered in
earnest.

According to Hurley (2002), 12,000 jobs are at risk in Irish

tourism as “2001 was a black year when over €300m was wiped off
tourism earnings and visitor numbers plummeted” (2002: 4).

Hurley

further states that tourism in Ireland is facing its worst crisis in 30
years.

The Chief Executive of the Jurys Doyle group, Pat Me Cann, sums up the
situation very accurately when he states that “the problem for us as an
industry is that, as we have had seven very good years, we have become
very used to being successful”. Now we will have to fight a bit more for
our business.

Maybe the industry has taken its eye off the ball and

needs to be a bit more aggressive with the government and say, “we need
help” (in Coffey, 2001: 4).

2.8 Strategies for Recovery After 2001 Crisis

Britain’s proximity to Ireland is the basis of its importance and
strength as our prime tourist market

Traditional links are strong,

access is quick and becoming easier, and satisfaction is high among
those who have holidayed here (Bord Failte, 1996: 7).

According to Khan (2002), the British may throw a lifeline to the tourist
trade for 2002, as it faces the toughest test of the decade.

Khan notes

that the survival of some hotels, many holiday operators, and thousands
of jobs now depend on the success of the industry in attracting new and
repeat business to fill thousands of beds, especially during the peak
season.

Khan further reports that Frank Magee, Dublin Tourism

Manager, called for an all-out drive targeting England, Scotland and
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Wales as the best markets to concentrate on, in order to counter an
expected downturn in American traffic in particular:

I see the UK as our best prospect There are 56 million people over
there - that is where it's at Access by sea and air has never been
better and sterling is strong against the euro. The big opportunity is
car tourism and hopefully people will stay longer and spend more (in
Khan, 2002: 7).
Magee's proposals are supported by Bord Failte.

According to Bord

Failte, more than half of Ireland’s overseas visitors come from Britain,
and there have been good signs of recovery from the market following the
prevalence of foot-and-mouth in the UK and consequent restrictions in
Ireland.

Access by ferry, the continuing strength of sterling, and the

availability of low-cost air fares on short flights provide good marketing
advantages to Ireland (Brown, 200 le). Tourism Ireland Limited, the new
marketing body for the tourism industry in Ireland, has stated that their
focus will be on Britain for 2002 in order to save Irish tourism. Britain is
Ireland’s top volume source market, and it is expected that the British
traveller

will

look

for

alternative

destinations

closer

to

home;

consequently, Tourism Ireland Limited will lead a comprehensive
campaign to win year-round traffic from this important market (Tourism
Ireland, 2001).

According to Bord Failte (2000), Britain is an excellent market for Ireland
to target as it provides the highest number of specialist activity
holidaymakers in both angling and golf. As it has already been shown in
the previous text, these activities are vital to the whole tourism activity in
Ireland as, in many cases, they provide the incentive for tourists to travel
to, and holiday in, Ireland.

According to Khan (2001), the Irish

government gave further support to the tourist industry in order to
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regain some of the lost market when they provided a further € 11 million
in addition to funds already provided.

Khan states that the “handout

comes as the industry embarks on a major international marketing drive
to woo visitors here next year”.

According to Hurley (2002), Tourism

Ireland Limited invested €4m of its marketing budget on the British
market, with the private sector investing a further € 17.5m on advertising
there.

Hurley further states that the ^Recovery Programme for tourism’

advocates “pumping an additional €10m into Britain and also the North
American marketing campaigns” (2002: 4). O’Connor (2002) states that
the tourism industry believes that, as a result of the additional
marketing investment, the UK market will increase by 5%.

2.9 The Adverse Effects of the Troubles in Northern
Ireland on Irish Tourism

One could not discuss the marketing of the tourism industry in Ireland,
both North and South of the border, without referring to the adverse
effects that the political situation in Northern Ireland has had on the
industry in all its facets. These injurious factors have been manifold and
varied, at times appearing with intensity, at other times with less obvious
impact, but always present as an undercurrent in the flow of activity
relating to tourism on the island of Ireland over many generations.
According to Wilson (1993) “Many people around the world have heard of
Northern Ireland but often for the wrong reasons” (1993: 145).

There

are

two

conflicting

images

of the

North of Ireland:

that

encapsulated in the first sentence of the 1992 Northern Ireland Tourist
Board (NITB) brochure: ‘Land of blue mountains and forest parks, mazy
lakes and windswept moors, white Atlantic sands, an inland island sea’
and that of a violent, war-tom society as portrayed by the media (Wilson,
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1993).

Unfortunately for the tourism industry in Ireland, the image

portrayed by the world-wide media has a greater reach and penetration
than that portrayed on the brochures. Without the ability to accurately
predict the political situation, it is impossible to know if there will ever be
peace in Northern Ireland and therefore if Tourism Ireland Limited will
succeed in the destination marketing of Ireland.

According to Charlie

Bird, RTE (2002), he can never envisage peace in the North with violence
being an almost daily ritual.

If the conflicts continue they will undoubtedly have a major adverse
effect on the overall marketing of Ireland, particularly in light of the new
situation where Tourism Ireland Limited, the new all Ireland body, will
endeavour

to

market

Ireland

on

an

all-Ireland

basis,

with

no

differentiation between North and South. When a troubled land is fluidly
relayed to the world through the hands of a very willing media, it will
inevitably follow that the consumer will, most lightly, fail to differentiate
between a safe South and a violent North.

The ensuing scenario for

Tourism Ireland Limited is liable to fall into a category somewhere
between ‘confusing’ and ‘chaotic’ in terms of branding, perception and
industry revenue share.

According to Hooper (2001), the early 1920s in Ireland were marked by
political developments that would have striking repercussions for AngloIrish relations. The first Black and Tans were recruited in January 1930,
in February a curfew was imposed on the Dublin Metropolitan Police
district, while the Auxiliaries were recruited in July of that year. On the
21 November 1920, the first Bloody Sunday - the IRA killed fourteen
suspected secret agents; the Auxiliaries killed the commandant and vice
commandant of the Dublin IRA, while the Black and Tans opened fire on
a Gaelic football match killing twelve. By the end of the year martial law
was declared in counties Cork, Tipperary, Limerick and Kerry. As a result
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of the violence, Hooper further states that there was a serious drop in the
number of visitors to Ireland and, especially, British travellers.

The

decrease in the number of travellers to Ireland was sustained throughout
the 1920s with a marginal increase in the numbers of people travelling
during the 1930s.

Hooper (2001) further states that by 1968, the political situation was in
serious trouble and, as a result, the Irish Tourism industry did not
flourish.

According to Hooper few travel writers visited Ireland, and of

those that did “few wished to make imaginative sense of it all”. Wilson
(1993) concurs and states that the violent image portrayed of the North
of Ireland to the outside world is detrimental to the overall tourist image.
This argument is sustained in the actual low numbers of visitors visiting
the North (Wilson, 1993:

142). According to Moorhead, the IRA has

actively dissuaded Americans from visiting Northern Ireland:

Noraid, Sinn Fein and the IRA have worked hard and, in most
cases, have been successful in persuading Irish Americans not to
support the ‘British Occupation’ Of Northern Ireland. Holidaying in
the Province is often regarded as an act of traitordom, an act which
contributes to the Northern Ireland economy, and so supports the
status quo.

Such activity is totally contrary to the revolutionary

ethos of these nationalist organisations (in Wilson, 1993: 144).

Wilson (1993) states that in 1969 the present troubles began and by
1974 the North was considered "unsaleable’ as a tourist destination.
Wilson notes that the drop in visitors to Ireland is inextricably linked to
the media news stories that were relayed world-wide about a troubled
north.

According to Wilson, when these stories abated the tourist

numbers began to slowly increase again.
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According to McArdle, the Northern Ireland Tourist Board, the body
responsible for promoting the tourist industry in Northern Ireland, had
‘the unenviable task of promoting a country locked in bitter conflict’
“Over the past 25 years the Board has adapted to the difficulties
associated with ‘the troubles’” (McArdle,

1995: 41).

According to

Moorhead, the NITB has always been enthusiastic about its links with
Bord Failte; however Moorhead claims that the converse was not always
the case, especially during fresh outbreaks of violence (in Wilson, 1993:
150).

Moriarty (1995), states that “Peace brings prosperity” and the tourist
situation changed dramatically in the North when the ceasefire was
implemented.

Moriarty states that Derry had reaped a rich tourism

dividend from the peace process and experienced record-breaking
numbers. According to Derry’s council tourist information office, tourists
are no longer afraid to travel. “Without question the peace process came
across loud and clear from callers to our centre as the main reason for
their visit. People are no longer afraid to come here” (in Moriarty, 1995:
7).
Yeats (1995) concurs and states that, as a result of the ceasefire in 1995,
tourist

numbers

soared

north

and

south

of

the

border

and,

consequently, it was a record year for expansion in the hotel industry in
Ireland.

In a survey that was conducted on an all-Ireland basis and

sponsored by the Bank of Ireland and Horwath Bastow Charleton, an
accountancy firm, it was found that growth was so strong that almost all
sectors of the hotel industry enjoyed increased business.

In direct contrast to this and emphasising the inextricable link between
violence in Northern Ireland and the lack of tourists on an all-Ireland
basis, there was no net increase in the number of hotels in the preceding
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five years (Yeats, 1995). Thesing (1997) records Roy Bailie, chairman of
the Northern Ireland Tourist Board, as heralding 1995 as the ‘year of all
years’. Thesing reports that the industry has been held hostage by the
troubles and outside Ireland “Northern Ireland as a holiday destination
was considered about as attractive as the Lebanon or Bosnia” (1997: 5).
According to Bailie, it is very difficult to correct the image that has been
portrayed for years.

The image of a troubled land where violence can

erupt at any time is one that is difficult to dissipate. Bailie further states
that there was a 6% drop in tourists from the republic when the IRA
ceasefire collapsed and also as a result of the conflict sunnunding the
summer stand-offs at Drumcree (in Thesing, 1997).

Khan (1998)

concurs and notes that the situation in the North of Ireland has a direct
effect on whether Ireland is on the list of desirable destinations when the
consumer is involved in the decision making process.

Khan states that a Bord Failte Survey found, that when asked if the
situation in Northern Ireland last year had had an effect on the booking
of their Irish holiday, ‘one in ten Americans and one in seven
Australians/New Zealanders gave it a lot of thought before saying:
well go”’.

“Yes

O’Kelly-Browne also supports the theory that the threat of

violence deters people from travelling and inhibits the tourism industry.
O’Kelly-Browne, reports that the Brown family would never have decided
to travel to Ireland if their holiday plans had pre-dated the Canary Wharf
bombing. “Had the Canary Wharf bombing occurred a week earlier, we,
Sheila and Norman Brown and daughter Heidi from Sunderland, would
have chosen a different holiday destination. It did not, however, and our
week of motoring around Ireland went ahead as planned” (in O’KellyBrown, 1996: 9).
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Ireland is generally perceived as a safe destination; however, the heavy
focus on terrorism and the continuing violence in Northern Ireland
continues to create doubts in the minds of the traveller with the holiday
decision-making process becoming more difficult when considering
Ireland as a desirable destination (Brown, 2001a).

Smyth stated in 1986 that a large part of the problem for Northern
Ireland and the tourism industry in general was the failure to co
ordinate.

“The failure to co-ordinate is blamed on the lack of any

effective forum which would allow the representation of all tourist
interest in the province and provide a means by which the tourist board
could obtain feed-back on their activities and plans” (in Wilson, 1993:
152).

Smyth continues that suggestions for such a consultative organisation
had been made by NITB consultants Horwath and Horwath in 1980, but
had not been implemented.

Smyth concludes that “no coherent policy

towards tourism is likely to evolve until some powerful and integrative
institution is created” (in Wilson, 1993: 152).

In 1998, a coherent policy was introduced in the form of the Good Friday
agreement.

According to Bord Failte, Tourism Ireland Limited was

established under the Good Friday agreement in 1998 to promote
increased tourism to the island of Ireland. Bord Failte, Tourism Ireland,
and the NITB have joined with industry representatives to form the new
Tourism Marketing partnership, and will serve as a consultative and
liaison body with the tourism industry North and South (Bord Failte,
2001b).

According to O^ahony (2001a), and as already discussed at

length under the branding section in this chapter. Tourism Ireland was
not fully established until December 1999, and is still coming to terms
with its operational facilities.

According to OTVIahony, Tourism Ireland
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states that it is on schedule to reinvent Ireland’s image for the first time
since 1997.

According to Newman (2001), Roy Bailie, chairman of the Northern
Ireland Tourist Board, hopes that Northern Ireland tourism will grow in
tandem with the Republic of Ireland. Bailie states that for the first time
and, as a result of Tourism Ireland Limited, the North and South can
operate in tandem.

Rising tide lifts all boats’, and we would wish to see

the Northern Ireland tourism industry grow in tandem with the South
and not at the expense of it (in Newman, 2001).

2.10

Summary

The focus of the first section of this chapter was to highlight the issues
that arose over the branding of Ireland as a holiday destination. It has
been observed that the development of a definitive branding and a
universally recognisable logo for the island of Ireland have been complex.
The objectives and target markets corresponding to both the branding
and the logo were adapted and changed to suit the marketing strategy at
any point in time and consequently this created much confusion in the
market place.

The apparent failure to designate one definitive logo for

Ireland, a keystone of branding, in the past was problematic.

Khan (1997) stated that the shamrock was to be reinstated and the new
all-embracing logo which cost £100,000 (€127,000) was to be dropped on
the instructions of Minister McDaid, but in Link magazine published by
Bord Failte in March 2001, photographs on the Ireland stand at the 21®^
Annual BIT Fair in Milan 2001, show posters of Ireland displaying four
different logos: one for Northern Ireland, and three for Ireland as a whole,
each of which was different. The Northern Ireland logo was a shamrock
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in red and white against a green background.

One of the Ireland logos

was the original green shamrock logo which existed prior to the changes
that were made in

1996; the second was the all-embracing logo

introduced in 1996; and the third a new version of the shamrock.

On the cover of a publication by Bord Failte for the year 2001-2003,
which is endorsed by an introduction from Minister McDaid, three
different logos for Ireland are displayed. This type of branding and logo
practice which was employed by the tourism industry in Ireland is at
variance with

internationally recognized

marketing

strategies.

A

distinctive brand name and logo can make the task of marketing the
product easier. The tourism industry should pay special attention to its
branding decisions, as it was suggested by Okoroafo (1995) that brand
loyalty and patronage may very well depend on a familiar brand name or
symbol.
It is clear from the literature review that a number of research issues
emerge which directly relate to the Irish welcome. The Irish welcome was
reviewed in the second part of this chapter and this provides a focus for
the research in chapter 4.

It is now both universally accepted and

expected that a product should conform to a stated and accurate list of
ingredients. The buying public are entitled to make choices for health,
happiness, and well-being, based on the information supplied about the
product, garnered either from the packaging of the product or, in the
case of life experiences such as travel and tourism, from marketing
advertisements and corresponding promotional material through various
media.

It is a ‘sine qua non’ for the continued growth and prosperity of Ireland’s
tourism industry that the country is seen to deliver on the promises
proclaimed and promoted in that marketing material which seeks to
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attract tourists to the country. If experiences contradict the expectations
of visitors, then Ireland will ultimately and inevitably be exposed as an
undeserving destination in terms of the quality of welcome, the cost of
being there, personal safety, the access to promised land, and the
opportunity afforded for genuine personal interface with the native
populace. The most destructive analysis is generally fueled by anecdotal
evidence

of

frustrated

hopes

and

inner

feelings

infringement in not receiving what one has paid for.

of

fraudulent

It is a question to

be addressed not only by those merchants who have a direct vested
interest in the health of our tourist industry, but also by the entire
nation, as a community of people who are capable of an introspective
objectivity which is concerned with the universal perception of our
quality of life and being.

The Foot and Mouth crisis and the terrorist attacks on America were
presented in the third section of this chapter. It is clear from the review
of this chapter that the year 2001 will find a prominent placing in the
annals of the Irish Tourist Industry and will not be easily forgotten.

If

another outbreak of foot-and-mouth were to surface in Britain, the
associated problems for tourism would reach crisis proportions for both
Britain and Ireland.

If a similar terrorist disaster to that of September

11 were to befall the United States of America in the near future, the
repercussions for Irish Tourism would be wide-ranging, undoubtedly
sustained, and manifold.

A review of the troubles in Northern Ireland and their impact on Irish
tourism was presented in the final section of this chapter, but it is clear
that to paint an accurate political landscape would require a much
broader canvas than is available here. However, the unpredictable and
unsafe nature

of life in

Northern Ireland

has been widely and

continuously portrayed throughout the world through various ever91

evolving media technologies and the broad-ranging, largely detrimental
repercussions have been suffered by the tourist industry on the island of
Ireland over a considerable period of time.
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Chapter 3

Research Methodology
It is a capital mistake to theorise before one has data
Conan Doyle (Memoirs of Sherlock Holmes, 1893).

3.1 The Philosophy of Research Design
According to Easterby-Smith et al., ‘research design’ is more than the
methods by which data are collected and analysed.

It is the overall

configuration of a piece of research: what kind of evidence is gathered
from where, and how such evidence is interpreted in order to provide
good answers to the basic research question (1991: 21),

In the current

study the answers provided to the chosen research questions are those of
senior executives and relevant politicians including the current Minister
for Tourism. The research design chosen in this study was qualitative.
Semi-structured interviewing techniques were used. Buchanan suggests
that the researcher must be prepared to use ones own judgment
continually — and this is one of the most important outcomes from the
use of research projects (Buchanan,

1980: 45-48).

Furthermore,

Easterby-Smith et al., advise that it is unwise to conduct research
without an awareness of the background philosophical and political
issues.

They contend that it is possible to give advice about research

methods, but that this can rarely be definitive (1991: 2).

Some of the

philosophical issues involved in choosing a qualitative approach will now
be discussed.
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Easterby-Smith et al. suggest that knowledge of philosophy can help the
researcher to recognise which design will work and which will not (1991:
21).

Morgan and Smircich observe that the appropriateness of a

research approach “derives from the nature of the social phenomena to
be explored” (1980: 491).

Burrell and Morgan (1979) state that all

organisation theorists approach their work with a ‘frame of reference’
consisting of a series of assumptions, whether they are explicitly stated
or not.

3.2 Qualitative Methodology
Qualitative methods have their philosophical origins in phenomenology
or subjectivism (Burrell and Morgan, 1979: 22).

A phenomenologist

believes that the world and reality are not objective and exterior, but are
constructed socially and given meaning by people (Easterby-Smith et al.,
1991: 24). A phenomenologist views human behaviour as a product of
how people interpret their world. The task of the phenomenologist, and
of qualitative methodologists, is to capture this process of interpretation
(Bogdan and Taylor, 1975: 14). Van Maanen defines qualitative methods
as “an array of interpretative techniques which seek to describe, decode,
translate and otherwise come to terms with the meaning, not the
frequency, of certain more or less naturally occurring phenomena in the
social world” (1983: 9).

Qualitative methods consist of three kinds of data collection: in-depth
open-ended interviews; direct observation; and, written documents,
including such sources as open-ended written items on questionnaires,
and personal diaries (Patton, 1987: 7).

Qualitative methods permit the

evaluator to study selected issues, cases, or events in depth and detail;
the fact that data collection is not constrained by predetermined
categories of analysis contributes to the depth and detail of qualitative
94

data. In the qualitative methods, the issue is not one of generalisation; it
is much more intensive than extensive in its objectives (McCracken,
1988: 17).

Qualitative research is a field of inquiry in its own right and it crosscuts
disciplines, fields, and subject matter (Denzin and Lincoln, 1994: 1).
According to Marshall and Rossman, those who conduct qualitative
research face a challenge. There are no explicit, guaranteed recipes to
follow for pulling together a coherent, convincing, winning research
study.

Proponents

of qualitative

research

designs

do

best

by

emphasising the promise of quality, depth, and richness in the research
findings (1989: 19). Geertz advises that researchers who are convinced
that a qualitative approach is best for the question or problem at hand
must make a case that ‘thick description' and detailed analysis will yield
valuable explanations of processes (1973: 5).

Guba and Lincoln have

made the point that qualitative methods are preferable to quantitative
methods when the phenomena to be studied are complex human and
organisational interactions and therefore not easily translatable into
numbers.

When

researchers

use

such

methods

as

interview,

observation, use of non-verbal cues and unobtrusive measures they use
tacit as well as propositional knowledge to ascribe meaning to the verbal
and non-verbal behaviour that is uncovered (Guba and Lincoln, 1981:
88).

Qualitative data have been described by quantitative researchers as ‘soft’,
‘unscientific’ and ‘non-reproducible’; while to the qualitative researcher
neither the data nor the method are ‘soft’ or ‘unscientific’, they are ‘rich’.
Fineman and Mangham suggest that in their experience it has been the
‘soft’ qualitative parts that have saved many of the research studies of
the day, not the ‘hard’ quantitative parts.

Wells identifies the crucial

aspect of qualitative data as the richness of the information generated:
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“Compared to words, numbers are sort of round and smooth. They don’t
have little fish-hooks of meaning standing out all over them” (1976: 1316).

In support of a qualitative approach some researchers (Van Maanen,
1983; Fineman and Mangham, 1983; Geertz, 1973) make reference to
the thick description, rich insight and full, rich, earthy holistic and real
data which arise from qualitative studies.

Disadvantages associated with the qualitative method are its labour
intensive nature; analysis and interpretation of data may be veiy
difficult; and in the past, policy makers gave low credibility to studies
based on a qualitative approach (Easterby-Smith et al., 1991: 104). This
credibility problem, however, appears to be changing as management
research moves into the post-positivist era (McCracken, 1988: 14).

Qualitative research allows the researcher to flesh out the meaning of
findings established through quantitative methods (Bryman, 1988: 147).
This study has drawn on the merits of qualitative methodology.

3.4

Research Design: Interviews

3.4.1 The Long Interview
According to McCracken, the long interview is one of the most powerful
methods in the qualitative armoury. For certain descriptive and analytic
purposes no instrument of inquiry is more revealing.

The method can

take us into the mental world of the individual and glimpse the
categories and logic by which he or she sees the world. It can also take
us into the life world’ of the individual, to see the content and pattern of
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daily experience. The long interview gives us the opportunity to step into
the mind of another person, to see and experience the world as they do
themselves (McCracken, 1988: 9).

Jones highlights a number of issues that researchers need to consider in
order for interviews to be successful.

The first issue is how much

structure to put in the interview. She makes the point that:
There is no such thing as a 'presupposition less’ research. In
preparing for intermews researchers will have, and should
have, some broad questions in mind, and the more interviews
they do and the more patterns they see in the data, the more
likely they are to use this grounded understanding to want to
explore in certain directions rather than others (1985: 47).

The preparation of a ‘topic guide’ which can be used as a loose structure
for the questions is also recommended by Jones, who notes that
although researchers are to some extent tied to their framework they
shouldn’t be ‘tied up by them’ (1985: 75). Based on the literature review
(Chapter 2) an ‘interview guide’ was created by the author which
provided some structure for questioning, ensuring that the researcher
covered what were considered to be the more pertinent issues (EasterbySmith et al., 1991: 73;
however,

allowed

Patton, 1987: 111).

for deviation from the

The ‘interview guide’,

sequence

to follow any

interesting or unexpected line of enquiry and to facilitate an unbroken
discussion (Easterby-Smith et al., 1991: 75).

The label ‘qualitative

interview’ has been used to describe a broad range of different types of
interview, from those that are non-directive or open, to those where the
interviewer takes a prepared list of questions and is determined to ask
these questions. In between these two extremes is an abyss of practice
(Easterby-Smith et al., 1991: 73). The interview technique utilised by the
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author in the current study could be considered as falling within this
abyss of practice, using a loosely structured interview guide to discern
the perceptions of the interviewees.

The detailed literature review (Chapter 2), formed the basis of the
‘interview guide’. The literature review enables the investigator to define
problems and assess data, and it provides the concepts on which
precepts depend (McCracken,

1988; 31).

Arising from the topics

included in the ‘interview guide’ used in this study, the interviewer was
able to seek both clarification and elaboration as questions were
answered, thus enabling the interviewer more latitude to probe beyond
the earlier answers (May, 1993: 93).

It was the author’s intention to interview twelve people drawing from the
tourist industry itself and relevant political people. The author hoped to
interview the current Minister for Tourism and this was realised.

At a

later date an opportunity arose to interview an additional and relevant
senior executive and this opportunity was availed of.

All of those

approached by the author, kindly agreed to the interview, thus achieving
the author’s original goal.

3.4.2

The Interview Pool

The approach adopted in selecting the number of interview participants
was based on a strategy called ‘theoretical sampling’, where the actual
number of cases studied is relatively unimportant (Glaser and Strauss,
1967; 69).

McCracken endorses the use of small samples, and stated

that “for many research projects, eight respondents will be perfectly
sufficient” (1988; 17). What is important is the potential of each case in
aiding the researcher to develop insights into the area being studied
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(Glaser and Strauss, 1967: 56).

As the interview pool consisted of

thirteen

senior

people

including

both

executives

and

pertinent

politicians, it was considered that this represented a sufficient sample for
the purposes of the research study.

3.5 The Research Steps
3.5.1 Gaining Access
A direct approach to gaining access was adopted.

Martin has argued

that “the venerable university name is as much a factor in gaining access
as anything else” (1985: 15).

For the purpose of this study, this

approach took the form of an introductory letter on headed notepaper
from the Department of Adult Education which was used to provide
institutional legitimisation. A few days later the researcher made follow
up telephone calls to confirm the dates and times of the interviews. The
author was fortunate in that all those approached were available and
willing to be interviewed.

3.5.2 Interviewing
The duration of interviews conducted ranged from forty to sixty minutes.
Miller advises that in general interviews should be kept within a forty-five
minute time span. Public opinion interviewers have reported that most
respondents begin to weary and show less interest in the interview at
this point (Miller, 1991: 159).

For this study, a few minutes of idle

chatter before the opening stage of each interview was engaged in, to give
the respondent a chance to feel comfortable with the interviewer (Berent,
1966: 32-39). This provided important time to reassure the respondent
because it is in these opening stages that he or she sets his or her
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defences (McCracken, 1988. 38). In each case a mention of the author’s
employment in the marketing area over the past five years helped to
establish an early positive rapport.

All interviews were recorded on tape.

The key advantage of tape

recording was to relieve the interviewer from the burden of intensive
writing in order to concentrate on the interview process. By comparison
with note-taking, which involves a good deal of on-the-spot selection, and
which undermines the reliability of the data collected, tape-recording
ensures complete transcriptions for analysis (Martin, 1985: 13-23). The
interviewees were asked to feel free to turn off the tape recorder when
they

so

desired

(Easterby-Smith

et al.,

1991:

79).

This

latter

contingency, however, did not arise in any of the interviews conducted.

The use of interviews was particularly advantageous in the context of this
research study, as interviews provide depth; information from non-verbal
behaviour;

an

opportunity

misunderstandings;

and,

more

to

probe;

greater

spontaneity in

the

sensitivity
answers

to

given

(McCracken, 1988: 65). As a research technique, however, interviewing
consumes large amounts of gross and net time; arranging, travelling to
from each interview, actual interview time, transcribing, analysing,
and collating overall findings (Miller, 1991: 161).

In this study it was felt that the particular strengths of interviewing,
however, far out-weighed any weaknesses, especially in the use of
immediate follow-up questions, and the yield of rich sources of data on
people’s experiences, opinions, aspirations and feelings (May, 1993: 91),
as revealed in Chapter 4.

The fundamental principle of qualitative

interviewing is to provide a framework within which respondents can
express their own understandings in their own terms’ (Patton, 1987: 115;
McCracken, 1988: 41). The thirteen interviews which were conducted for
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this research yielded a large amount of relevant data.

On completing

each interview the author asked if direct quotes could be attributed to
the interviewee.

All interviewees agreed to this, and all expressed an

interest in the study, and asked for a summary of the research findings.
All

interviews

were

transcribed

verbatim

immediately

after

each

interview.

3.6 Data Analysis
In qualitative research, the investigator serves as a kind of ‘instrument’
in the collection and analysis of data (Cassell, 1977: 414; Reeves, 1979:
528).

This metaphor is a useful one because it emphasises that the

investigator cannot fulfil qualitative research objectives without using a
broad range of his or her own experience, imagination, and intellect in
ways that are various and unpredictable (Miles, 1979: 597). Glaser and
Strauss perceived an undue emphasis by researchers on verification of
theory and not enough on discovery.

They developed the grounded

theory approach in which researchers would seek to generate theory on
the basis of observations made in the course of conducting research
(1967: viii).

The grounded theory approach methodology begins with

qualitative data (e.g., a transcript) and then engages in a ‘process of
sifting and categorising in an attempt to develop hypotheses grounded on
the data’ (Beard and Easingwood, 1989: 3).

Easterby-Smith et al.

considered the grounded theory approach particularly good for dealing
with transcripts.

This approach recognises that the large amounts of

non-standard data produced by qualitative studies make data analysis
problematic (Easterby-Smith et al., 1991: 108).

A model of data analysis, developed by Easterby-Smith et al., was chosen
for the analysis of data in this study. The first step of analysis according
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to this model is familiarisation.

This meant re-reading the interview

transcripts to enable some first thoughts to emerge and notice what was
The second stage is reflection.

of interest.

This meant a process of

evaluation and critique as the data were evaluated in the light of the
literature review in Chapter 2. The third stage is conceptualisation. This
meant that the author needed to go back to the data and search for
concepts

and

methodically

highlight

them

where

they

appeared.

Different coloured pens were used to highlight the different concepts.
The fourth stage is recoding.

This meant going back to the data and

comparing what was actually said in order to redefine and recode the
concepts.

This is called laddering.

Laddering took place both up and

down the databank, this meant enlarging or collapsing the codes
selected. The final stage is linking. This meant linking all the variables
which were identified as important into a more holistic theory.

This

involved linking the empirical data with the more general models in the
literature review, and took the form of going backwards and forwards
between the literature and the evidence collected in practice (EasterbySmithetal., 1991; 108-111).

According to Miles, the analysis of qualitative data is perhaps the most
demanding and least examined aspect of the qualitative research process
(1979: 595).

The author agrees with McCracken (1988: 41) that the

exact manner in which the investigator will travel the path from data to
observations, conclusions, and scholarly assertion cannot be fully
specified. The above details, however, show how the analysis of data for
this particular research study was conducted.
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3.7 Summary
The empirical element of this research study was completed using a
qualitative methodological approach, which involved interviewing thirteen
senior executives and politicians directly relevant to the research study.
The method of analysing the qualitative data was that of the EasterbySmith et al. model. The results of the research findings and an analysis
of the data are presented in the next chapter.
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Chapter 4

Research Findings and Analysis
4.1

Introduction

This chapter presents an analysis of the findings of the research study.
The findings from the in-depth and face to face interviews are discussed.
As indicated in the chapter on research methodology, the questions
developed in the literature review chapter were used to design the
‘interview guide’. This guide provided the basis for the discussion of the
topics in this chapter.

Direct quotations from the interviews are

presented, following Patton’s observation (1987) that direct quotations
are a basic source for raw data in qualitative evaluation.

Patton also

noted that direct quotations reveal the respondents’ levels of emotion, the
way in which they have organised the world, their thoughts about what
is happening, their experiences, and their basic perceptions (1987:11).
All interviewees agreed to the use of quotations attributed to them for the
purpose of this research.

4.2 Ireland the Brand

We need somebody with a bit of genius to market Ireland for us
Senator Brendan Ryan.
Bord Failte, since its inception in 1952, as already indicated in chapter
two, was solely responsible for the destination marketing of Ireland.

A

finding emerging from this study, and one which will ultimately change
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the marketing of Ireland for future generations, is that, from 1 January,
2002, Bord Failte was relieved of the important role of marketing Ireland
overseas. Bord Failte had been regarded as an important player in the
world tourism industry, and that view was supported by Brosnan (1994)
and Little (1994) who stated in a commissioned report that Bord Failte
was doing an excellent job and had excelled in the field of marketing
Ireland overseas. This study notes that, eight years on, at the beginning
of 2002, Bord Failte lost the overseas part of its portfolio in favour of a
new company called Tourism Ireland Limited.

In relation to branding, which is an essential component in the
marketing of any product and one which will ultimately decide whether a
product is easily recognised, it had been found that Bord Failte was
regarded as a distinguished brand and was considered to be one of the
best tourism organisations world-wide. Bord Failte was instrumental in
helping Irish tourism develop and prosper. This study notes, for the first
time, that the successes achieved by Bord Failte in the past in the
marketing of Ireland, at home and abroad, would not suffice to ensure
the survival of this established company in the long term.

Bord Failte,

Ireland’s national tourist body, will cease to exist in 2003:

You are speaking to Bord Failte in its last few months as an
organisation. The name Bord Failte will disappear and cease to exist
entirely which will be a sad thing in its own way
John Browne,
Senior Ihiblic Relations Officer, Bord Failte.
This research notes that the primaiy reason for the demise of Bord Failte
was the establishment of Tourism Ireland Limited on 1 January, 2001.
Tourism Ireland, which is guaranteed by the government, originated from
the Good Friday Agreement four years ago, and is now responsible solely
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for the international marketing of Ireland on an all-island basis (North
and South).

Interestingly, this research reports that all the staff from

the Northern Ireland Tourist Board moved to the new company Tourism
Ireland to focus on the international marketing of Ireland, whereas only
some of Bord Failte’s staff moved to Tourism Ireland - namely all the staff
in the overseas offices and one hundred from the Dublin office.

An

important fact arising from this current study is that, once Tourism
Ireland Limited was established, the role of Bord Failte changed
immediately to that of promoting Ireland to native holiday makers both in
the

North

programme.

and

South

of Ireland

through

the

‘Discover

Ireland’

This study notes that Bord Failte is still responsible for

some niche marketing; for example, the promotion and development of
angling and golf in conjunction with Tourism Ireland:

Tourism Ireland delivers the marketing in the market place and we
do all the preparatory work. Bord Failte still considers itself as a
marketing company although the marketing role is split between
destination marketing in Tourism Ireland and niche marketing, and
also the marketing we do for the home market We have still
retained some of the other roles.

We have a very important

development role, and we will be administrating €130 million in
grants for the further develop of the industry. We also give funding
to festivals and sporting events which are very important. We have
been instructed by the government to execute a programme whereby
€7 million is given every year to attract major sporting events into
Ireland. The idea is to portray Ireland as a sporting island and that
is beginning to work on the overall image abroad. The numbers of
people are increasing. Niche marketing is a very important
component in its own right
John Browne,
Senior Public Relations Officer, Bord Failte.
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This research acknowledges the fact that Bord Failte has had a troubled
past, most recently in relation to the branding and re-branding of
Ireland, and in particular, in 1996, when it was decided that Bord Failte
needed a new image for Ireland abroad. This study has found that Bord
Failte came under a considerable amount of criticism in 1996 when it
attempted to change its logo, and re-brand Ireland as a holiday
destination. The turmoil that followed the establishment of the new logo,
(referred to as the all-embracing logo, as it depicted two people
embracing and holding a tiny shamrock between them), resulted in its
eventual abandonment as the reaction was a negative one.

This study

found that, the then Minister for Tourism, Enda Kenny, had suggested to
the tourism council that Ireland should follow the example of good
branding displayed by their European counterparts such as Portugal
and, in particular, Spain.

Spain had enjoyed great success at the time

with their ‘sun logo’ and it was from this success that the idea to brand
Ireland was born. This study has found that the Minister was inspired
by the Spanish success story and, as a result, commissioned Bord Failte
to hire a competent marketing executive to execute the branding idea.
According to this research, a public servant’s salary would not be
adequate in order to attract the correct person for the job, so it was
agreed that the new person would be offered an attractive remuneration
package. This person was to be Noel Toolan:

The Minister allowed Bord Failte to go into the market place and to
hire a top marketing person and pay them properly, which was to
exceed the salary of the Director General here at the time. The
salary that public servants get here is a laugh, so this new person
would have to be paid properly. They found Noel Toolan who was
very much into brand marketing. He was the brand manager for
Matexa Brandy, a Greek brandy. Noel Toolan came to Bord Failte
as International Marketing director. We never had a title like that
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before. He was given the job of branding Ireland and put to it into
effect
John Browne,
Senior Public Relations Officer, Bord Failte.
In November 1996, Noel Toolan introduced Tourism Brand Ireland (TBI)
to an invited audience in the Shelburne Hotel, Dublin, Ireland.

Noel

Toolan referred to the unveiling of the branding as the Tolling out’ of
Tourism Brand Ireland. The whole concept was new in terms of colour
and photography, and it also had an important business philosophy.
The imagery included a special logo that would become famous for all
the wrong reasons, namely, the controversy that was to follow.

This

study has found that there was also a serious business side to the new
concept called Tourism Brand Ireland.

This is an important finding

because, even though it was highly criticised and the logo that
accompanied the branding idea was abolished at a cost of £100,000,
resulting in the commissioning of a new logo. Tourism Brand Ireland
survived and is now an integral part of the branding concepts that are
encompassed in the Tourism Ireland Limited ethos:

Tourism Brand Ireland has been taken over by Tourism Ireland
limited, and it is the brand marketing of Ireland. Tourism Brand
Ireland refers only to the branding concepts and was not a
company. There is a committee of people that ensure that the brand
it being managed ok. It is scrutinised upside down and inside out. A
lot of people think that it is not very successful, and a lot of people
think that it is a failure. I am one of those that think that it is close to
a disaster
John Browne,
Senior Public Relations Officer, Bord Failte.
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This study notes that the branding ethos was carried right through to the
new company, Tourism Ireland Limited.

This becomes even more

important when one considers that the confusion and general mayhem
surrounding the logo was considered by many to be a political issue, and
that the battle that ensued was frivolous and unnecessary. This study
has found that there was a great deal of unnecessary aggravation
regarding the new logo, introduced to support the branding of Ireland in
1996, and that it was purely a political rather than a tourism issue:

It was a political football It was Jim Me Daid proving that he was in
charge and it was quite offensive to the Northern people
Senator Brendan Ryan.

TTie media had a field day with the new logo, and it was also a
political football with certain politicians. It was an all Ireland
branding idea, just brand marketing. The total cost of the branding
(all aspects) was something in the region of £3 million Irish punts.
The actual cost of the logo that became a bit of a football was only a
very small part of this. To see the pieces that appeared in the paper
you would think that all the £3m had been spent on the logo. We
are talking of a little tiny logo appearing on ads, not even appearing
on the television. Fine Gael introduced the branding but when the
government changed, the logo changed. David Andrews was in the
audience for the branding launch and he highly criticised the logo.
He downed the logo. Minister Me Daid asked that it be changed back
when he came into power. We are just talking about a logo. It can be
changed over night.
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After the General election of April 1997, when Fianna Fail came
back into power, one of the first actions of the new Minister for
Tourism was to ask that the shamrock be restored
John Browne,
Senior Public Relations Officer, Bord Failte.
This research notes that the shamrock got renewed prominence.

It

transpired that the new logo, commissioned this time by Minister Me
Daid, consisted of a stylised shamrock featuring the all embracing logo.
According to this research the Minister was ultimately happy. This is an
important point, as this study can note that the reason for the use of so
many variations in the logo representing Ireland, as discussed in chapter
tw^o, is that the marketing people devised a number of variations of the
design in an attempt to arrive at a final resolution and these varying
designs were all kept and all used from time to time.

As outlined in Chapter Two, Sheridan (1996) questions the relevance of
logos, and concludes that they are quite important if one were to look at
the many battles that have occurred in the past involving many
prominent companies; for example, the similarity between the AIB brand
mark and the Mercedes Benz mark.

Sheridan further notes that

disputes over the Irish shamrock have been a lawyer’s delight for over 30
years. Sheridan is veiy clear about the importance of a company’s logo,
but this research has found that the issues that surrounded the Bord
Failte logo in 1996, through 1997, are still quite sensitive ones.

Even

though there was a great deal of debate at the time regarding the danger
inherent in changing and confusing a logo, Bord Failte presently do not
feel that it was of major consequence and state that it is a mistake for
one to become too concerned with logos.

This view would contradict

much research undertaken by authors such as Okoroafo (1995), and
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Wahab (1976) and Sheridan (1996), but the Senior Public relations
officer with Bord Failte suggested that:

You are getting too hung up on logos here and I think that you are
going down the wrong route. The logo is just irrelevant really. The
actual original logo was the all embracing logo and the revised logo
that the Minister called for was the stylised shamrock. The Minister
was then happy. The reason that there are so many variations of the
logo is because the marketing people played around with the logo
until the Minister was happy with it and these variations were all
used. The people in the tourism industry in Northern Ireland were
not going to be dictated to by a southern Minister, so they retained
their original logo, hence all the variations.

The Northern Ireland

tourist board has its own logo and Bord Failte has its own logo.
Discover Ireland has its own Logo, but with respect to you, being a
marketing person, the discussion of logos, is so irrelevant. The logo
is never going to hook anybody to come to Ireland, the same way as
the discover Ireland Logo will never hook anybody to holiday at
home in Ireland. Within the whole concept and the millions and
millions of euro that is spent to promote the destination of Ireland
and all its niche products, the logo plays as little a part as a logo in
say a tourism fax paper, its just irrelevant. Our logo, which has
changed three times in the space of five years for Tourism Brand
Ireland assumes absolutely no importance, and is unrecognisable to
anybody at this stage
John Browne,
Senior Public Relations Officer, Bord Failte.
An alternative view, aired by others, is that it was a mistake to constantly
alter the branding and logo of Ireland.
concur with

Okoroafo

and

Senator Brendan Ryan would

consider that

branding

and

symbols
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representing the brands are important components of the over-all brand
image. He states emphatically that the politicians were misled. Senator
Ryan proposes that Minister Me Daid was not familiar enough with
‘Ireland the product’, and, therefore, was not sufficiently qualified in the
area of marketing to make radical alterations.

Senator Ryan further

questions the fact that the marketing of Ireland is purely run and funded
by the state.

He suggests that the tourism industry in general is not

prepared to put some of their own funds into developing the industry and
is solely depending on the government. Therefore, Senator Ryan wonders
if the industry has any faith in itself, and queries whether the product
‘Ireland’ is as good as constantly suggested:

I think Jim McDaid was just stupid. He made a mistake. Of that I
have no doubt.

I am also very sceptical about people who can

supposedly market a product but don't know their product.
Whatever I don't know about marketing the one thing that I do know
about marketing is that you must know your product. The second
thing is that I think it is important that you believe in your product. I
think it is also extremely important that people who are going out
into the market place to market and sell a product must believe that
this product is at least better than the competitors. Now I have to
say that if one were to visit many of the major tourism destinations
in Europe and if one were working for Tourism Ireland or working for
Bord Fdilte, as it was, you would have difficulty coming back and
believing that you had a better product than any of these
destinations. One could believe that Ireland had things that were
very marketable, but whether you had a product that was better or
not is debatable and I feel sceptical about this. And that is why I
often think and ponder about the very fact, for instance, that the
whole tourism industry in Ireland thinks the state should do its
marketing for it.

This on my part suggests a lack of faith in the
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whole tourism product They won't spend the money that is vital on
marketing the industry in order to progress it and become even more
competitive than our European counterparts. I think it also poses
the question as to whether our tourism product is as brilliant as we
think. Jim Me Daid’s actions of putting his stamp on the product by
insisting that the new logo be abandoned and a new one developed
was a mistake in my opinion, when in actual fact he did not know
what he was dealing with. Minister Jim Me Daid was badly misled
and got caught up in a political frenzy
Senator Brendan Ryan.
Arising from these comments and in the interest of the tourism industry
in Ireland, this study would propose an improved framework for
involvement in the marketing function. Such a framework would provide
an avenue of input from each constituent element within the tourism
industry, (for example, hotels, guest houses, public houses, visitor
centres, golf courses, arts, crafts villages etc.). Any part of the tourism
industry that is privately or corporately owned, should have a direct
input into the marketing of Ireland in the form of employed professionals
juxtaposed with the strength of private funding.

This study has found that the Hotels Federation as a body has a
substantial and varied input into the marketing of Ireland. John Power,
Chief Executive of the Hotels Federation, is on the board of Tourism
Ireland Limited (TIL), which enables him to have direct access to the
marketing and operational status of the company.

This research also

notes that, prior to the establishment of TIL, a structure was introduced
to aid the tourism marketing function.

The organisation was called

Tourism Marketing Partnership (TMP), consisting of a partnership
between the tourist industry, the tourist board, and, according to John
Power, there is also an industrial input into the marketing decision-
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making process. This study notes that the Hotels Federation has a seat
on the board of TMP, which enables the Federation to have direct input
into evolving important strategies. TMP has committees in all the main
markets and there is a central office in Ireland.

An interesting finding emerging from this study is that, with the
establishment of Tourism Ireland Limited in January, 2002, the previous
confusion regarding the logos for Ireland was eventually resolved.
Tourism Ireland has now only one logo which consists of ‘a shamrock on
a white background’.

As Tourism Ireland is now marketing Ireland

abroad as one entire island, both north and south, this one logo serves
as a distinctive unifying force representing the whole island of Ireland
and leaves no room for confusion in the market place:

Thankfully, the new Tourism Ireland logo is clear and well defined,
but, unfortunately, and to be honest, there are games and tough
wars being played between Bord Fdilte, (who are still trying to hold
its own area), the Northern Ireland Tourist Board fighting to hold its
position and Tourism Ireland who are trying to get on with the job of
marketing Ireland as an entire island while trying to embrace the
whole lot. In theory, what should be happening is that Bord Fdilte
should still be doing the domestic marketing and they should also be
doing and creating the product marketing campaign, but they
handed them over to Tourism Ireland to deliver to the overseas
market and it is now further confused by the fact that Bord Fdilte
and CERT are now engaging in a merger. Bord Fdilte will be gone
by this time next year, so there is even more confusion
John Power,
Chief Executive, the Hotels Federation of Ireland.
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Bord Failte and CERT (Council for Education

4.3

Recruiting and Training)
This study acknowledges that the market place in which Irish tourism
strives to survive has become much more competitive in recent times.
This ever increasing and highly competitive market place is a difficult
place for Irish tourism to hold its ground and to sustain its share of the
market place. Arising from these facts and as already stated, Bord Failte
and CERT will no longer exist, as both companies will be disbanded in
2003, and a merger of the two bodies will ensue.

This study notes that,

even thougfi Bord Failte has had much acclaim for its endeavours in the
marketing of Ireland as a holiday destination, it eventually succumbed to
the

pressures

of

being

both

over-stretched

and

correspondingly

ineffective as a promotional entity.

This research has found that the remit of Bord Failte had grown far too
large and it was incapable of handling all of the tasks that were
entrusted to it as a company.

Tony Linehan, Director of Training and

International Projects at CERT, stated that, from a financial perspective,
Bord Failte no longer made sense commercially, as the company’s
overheads

had

grown

out

of all

proportion

to

its

productivity.

Consequently, the costly overheads of Bord Failte had eroded the
marketing budgets for the destination-marketing of Ireland, and the
resulting impact was directly detrimental to the successful marketing of
Ireland abroad. There were no financial barriers fencing the expenditure
of the various departments within Bord Failte, and, consequently, when
the funds were fully disbursed, the result was that the marketing budget
suffered and disappeared into the cost of servicing the company
overheads.

It therefore became apparent that the time had come to

rationalise the operation:
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The Bord Fdilte overhead grew and grew and the funds that were
allocated for other things were swallowed up.

The discretionary

budget that was allocated for marketing was eroded. That changed a
bit in the 1990's when the overseas Tourism Marketing initiative (TMI)
was set up. We set up a ring fence fund when we started out. The
fund was £1 million, then £4 million, and, eventually, it grew to £6.5
million that was to be spent on marketing activities. The ring fence
marketing fund was set up, and this procedure that was set up
carried right through to the administration of Tourism Ireland's
Budget.

This budget is split into both the administrative budget of

€10 million and the €27 million fund for marketing.

What is very

important is that the administrative budget cannot expand into the
Marketing one. This was not the case in the past with Bord Fdilte
John Power,
Chief Executive, the Hotels Federation of Ireland.
This research reports that Bord Failte had also become outdated; indeed,
many believe that Bord Failte relied too much on the 'Begod and

Begorrah' image of Ireland in order to lure potential tourists to Ireland.
This marketing image in particular, portrayed by Bord Failte, targeted
potential clients from the United States of America.

Ireland as a

destination needs to recognise and acknowledge that it is a sophisticated
country, with a great deal to offer. The image portrayed to the potential
tourist must run far beyond and above the traditional typecasting of a
quaint old place inhabited by whiskey drinking leprechauns and
beguiling fairies. Ireland will need to develop an honest marketing policy
in order to survive and sustain market share in the long term:

Ireland relied far too much in the past on the ‘twee' image of Ireland,
particularly in order to lure American's to the green isle. This image
is well removed from the Ireland of today and therefore Ireland can
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be accused of being dishonest in its destination marketing. I think
that it is important for Ireland to admit to its elements of European
culture especially if Ireland wants to lure potential tourists from
continental Europe. It is also important for Ireland to express these
European elements that we have adopted, particularly in trying to
lure younger people. Ireland has to realise that, in the past, much of
the United States market came directly from Irish immigration
Dan Boyle, T.D.
This study has found that, in marketing Ireland, there is no specific
effort to differentiate between, on the one hand, tourists that have no
emotional or family ties or prior link with the country, and tourists who
are returning immigrants who visit Ireland for those reasons alone. This
study notes that those marketing Ireland have engaged in a subtle
deception,

in

that

campaigns

have

consistently

and,

somewhat

dishonestly, portrayed an image of an uncrowded, carefree, laid-back
isle, which, in reality, is becoming a distant memoiy for most natives:

Eve never been very keen on Bord Fdilte.

Bord Fdilte was

potentially more likely to make our tourism marketing campaigns
even more bland than they were. It took Bord Fdilte a long time to
stop telling tourists about the wonderful uncrowded roads while the
citizens battled with grid-lock on a daily basis.
Senator Brendan Ryan.
This research observes that CERT is a State agency and is the national
organisation responsible for training and development in the Irish
tourism and hospitality. The mandate of CERT is to provide training for
any school-leaver who would like to work in the tourism industry at a
skilled level. This study also notes that any adult or unemployed person
who wants to work in the industry can advance through CERT, and,
also, any person who would like to do some development training or a
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‘continuing-education’ training programme can also progress through
CERT. Under the new legislation which is to be passed through the Dail
in early 2003 and the new bill for the national tourism development
authority, Bord Failte and CERT will cease to exist as independent
bodies. This study also found that factors such as the dilution of power
and the loss of staff from Bord Failte in favour of Tourism Ireland were
instrumental in the inevitable merger between CERT and Bord Failte.
Bord Failte as an organisation is not large enough to operate in its own
right and therefore a merger with CERT will make financial sense:

I think that a merger with Bord Failte is a very good idea.
Organisationally we feel very positive towards it There are some
realities of course; one of which is that Bord Failte and CERT are
two small organisations and as entities are probably smaller than
any other State agency, so, there is a natural link for it I don't think
that it will save money but I do think that it will help both
organisations to do things better.

For example, it will give a

statutory base to a lot of what we do, because the new tourism
authority will have a statutory function. That will mean that a lot of
the things that we couldn't do in the past because we didn't have a
statutory function, we will now be able to do in the future. As the
internationally marketing of Ireland has been taken away from Bord
Failte, there is a focus on product development. It is an acceptance
now that people are part of product development.

The human

resources, etc. are all part of the product. It, therefore, makes sense
that human resources will be part of the product development.

I

therefore think that the merger is very positive overall for Bord Failte
and CERT
Tony Linehan,
Director of Training and International Projects, CERT.
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Although there are many who have had a very positive attitude towards
CERT and their achievements, there are also those who feel that CERT
was not delivering in the market place:

/ was never impressed by CERT.

I felt there was a considerable

degree of empire-building involved. I think it claimed to know things
that nobody could know. It claimed to pick out people who would be
good in tourism.

I am very sceptical about that.

Why is the

government changing something that they claim was very
successful?

I think that merging bodies is always seen as a

bureaucratic ploy for saving money. Whereas I think if you wanted
to set up an agency which was focused on training people for
catering and tourism, then I would have thought that merging it with
FAS, would have been a better option. I think that it has a lot to do
with the scaling down of Bord Fdilte, and as a result it has become
too small to operate independently. I am a staunch trade unionist,
and I wouldn’t dispute people’s right to look after their own job
security, but whenever I hear about mergers, I think immediately
that it is a step further towards centralisation, and I don’t believe in
centralisation. Unfortunately we have the most centralised country
in Europe. Denmark is about the same size as Ireland and it has
about the same population, yet, most of their functions are actually
transferred to local authorities and local government. I think the real
problem here is that, as in a lot of these things, there is a need for
all-strand policy-making nationally.

We should know what the

tourism strategy is, but also within that, we should have regions
and local bodies able to identify their own needs, because I would
consider that local people, to a degree, are the best ones to look at
their own native place. On the other hand, and this is where you
have to have broad strategy, I would be terrified if certain county
councils had a free hand and a free input into the tourism industry;
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you would never know where they might decide to install holiday
homes. I think that the government should look at a joint effort
between locals in an area, and the tourism industry in general
Senator Brendan Ryan.
This thesis has found that parts of the operations of CERT have become
irrelevant and out-dated — particularly, the educational remit of the
operation. When CERT became involved in the educational system in the
early 1980s, it was compulsory for every regional technical college to
have an allocation for CERT. The educational process matured with the
development of the Regional Technical Colleges, and their eventual
progression to Institutes of Technology, together with the development of
the Central Application Bureau (CAO). This research acknowledges that
a major factor arising from these advancements is that the educational
system operated by CERT became redundant, and the time for change
was overdue:

There are stages of our organisation which are very mature, for
example, in terms of the relationship with the educational system.
When we became involved in the educational system in Ireland, we
had CERT departments in all the Regional Technical College's
(RTCs), which was probably in 1980 when the first RTC began.
Over the last 20 years every time that there was a new RTC, we
insisted on having a catering dept for CERT, and we ran those
departments. Cork was one of the first. If you look at what has
happened to the educational system since then, RTCs have become
institutes of Technology (IT's), and the 'Colleges Act' has given more
autonomy. The CAO has come into play a lot more, so we no longer
have to recruit directly. The colleges have much more of a link with
industry at local level, so in many ways our coordinating role has
diminished and we have nearly successfully talked ourselves out of
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a job. I think that our involvement in education will be much more a
coordinating role than a hands-on active role than we currently
have. Currently, we recruit them, we do the curriculum vitae, we do
the specification, and we place them in the industry. My view is
that the educational system at local level can handle the lot of that.
So our focus will be very much towards the industry and working
with

the

industry

in

management

development,

business

development, and helping the product to be more competitive
Tony Linehan,
Director of Training and International Projects, CERT.
In an ever-changing competitive environment it is essential that Irish
tourism,

when

competing

on

an

international

front,

is

modem,

progressive, and effective. This study has found that, as a result of the
changes that have recently come about in both CERT and Bord Failte, a
merger was inevitable. The transition period for CERT and Bord Failte
will be a difficult one for both organisations, but the tourism industry is
positive that the new company will be fully operational by the end of
2003.

This study has found that a merger between CERT and Bord

Failte will be a progressive step forward for the tourism industry in
Ireland.

In today's acutely competitive market-place it is vital that

Ireland is seen to be at the cutting edge of international marketing.

4.4

The National Tourism Development Authority:
Failte Ireland

This study notes that a new authority, the National Development
Authority, is expected to become operational under new legislation in
2003.

Under the proposed legislation, the Authority will oversee and

spearhead the development of the tourism industry in Ireland and will
take over the existing powers of Bord Failte and CERT.

The new

Authority is to be called ‘Failte Ireland’. Shaun Quinn, the former Chief
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Executive of CERT has been appointed Chief Executive of the new
authority. This study reports that the legislation which will give effect to
the new authority is before the Oireachtas.

The aim of the new body is to address the new challenges that are now
facing the tourism industry in Ireland; in particular, the quality of the
product, value for money, and competitiveness. The new body will not be
a training body, but it will undertake the functions of both the former
Bord Failte and CERT.

This body is expected to be more aggressive,

vigorous, forward thinking and in line with the demands of today’s
tourism industry. Its operation will be aligned with the miost modem and
up-to-date thinking on the tourism industry available, with the promise
of maximum efficiency, output, and effect.

This study has found that the new body is expected to make the industry
more competitive, and it will also have an input into the product
development.

Failte Ireland will also have an analytical and appraising

function which will closely examine the industry and rationalize all the
organisations currently involved in tourism.

This research can report

that the new body will also address the escalating costs which are having
a direct impact on the commercial viability of the industry, such as
insurance and labour costs, and any other waste or resource loading
within the industry itself. A finding emerging from this study is that, as
a result of the short fall in the workforce, the cost of labour escalated
dramatically from 28% of turnover in the past to a current rate of 33% of
turnover.

This has had an adverse effect on the overall price

competitiveness of the product and therefore puts Ireland in a vulnerable
position in the market place.

This study can state that one of the major roles of the new body will be to
work directly with the product and to monitor its development, progress
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and competitiveness.

Another finding from this study is that the core

physical product on offer to the tourist will not change dramatically, but
elements such as quality, service, skills and professionalism can be
made much more competitive.

As customers have become more

transient as a result of increased travel, perceptions and expectations
have increased and ultimately the demands for excellence in service have
escalated.

This study can report that the competitive edge for Irish

tourism in the future will be determined in the arena of service
excellence:

I think and I hope that the way the new company will approach the
development of the tourism product will be to take a holistic view of
the development of the industry and to bind the physical, the capital
plant, quality of service, the training of people to deliver that service,
and helping enterprises to understand the market place; and to
access the market place where I will play an important role. I would
hope that they would see the whole area of capability development
and product development as their main role
Paul O’Toole,
Chief Executive, Tourism Ireland Limited.
This research thesis notes that the new body Failte Ireland, being the
confluence of CERT and Bord Failte, was not set up in order to re
position Bord Failte as an organisation, or as a result of a perceived
failure on the part of Bord Failte to market Ireland abroad.

The brief of

Failte Ireland is to have a completely new and fresh approach to the
tourism product. An important factor emerging from this study is that
the new company Failte Ireland could play a vital role in the future of the
tourism industry, if there were unforeseen problems in the future with
Tourism Ireland Limited. According to the present Minister for Tourism,
John O’Donoghue, the benefit of having this company in place is that, if
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Tourism Ireland Limited were to encounter any major obstacles in the
future that would cause it to cease operations, ‘Failte Ireland’ would be
in a pivotal position to carry on the activities of marketing Ireland
abroad:

It wasn't the case of having to put Bord Fdilte somewhere. Bord
Fdilte has five niche objectives at the present time. I don't believe
that it has been a failure, quite the contrary: Bord Fdilte has been
quite a success, and it has done extremely well and I think that
there is a place for the new National Tourism Development Authority
in the country. More importantly, if anything were ever to happen to
Tourism Ireland there would have to be a fall back position and the
new company allows for this position. That's not the reason for
having it there, because the Northern Ireland Tourist Board is also
going to be in place, and any way we have to watch the domestic
market but it is certainly something to be kept in mind. The new
company will not be disregarding the past, but it will undoubtedly
break new ground in the area of skills, learning, and values and
indeed the development of the product. It will also certainly be very
mindful to take the very best from past experiences of two highly
regarded institutions, that is CERT and Bord Fdilte
John O’Donoghue T.D.,
Minister for Arts, Sport and Tourism.
Failte Ireland, when operational, will be a positive and progressive entity
for Irish tourism.

This new company will act as an important support

structure for tourism and, in particular, for Tourism Ireland Limited.
Failte Ireland will continue the work previously undertaken by CERT and
Bord Failte, while further developing and enhancing the product Ireland’.
It will also promote holidays for the domestic market along with
developing the niche marketing of Ireland. Failte Ireland will also have a
considerable analytical role which will serve to ensure that the industry
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remains competitive. Failte Ireland will be a positive step forward for the
tourism industry in Ireland and will ensure that Ireland is seen as a
competitive and desirable destination.

According to the Minister for

Tourism, John OTDonoghue, this merger is essential in order to progress
and position Irish tourism.

4.5

Tourism Ireland Limited (TIL)

In the past, Bord Failte and the Northern Ireland Tourist Board had
enjoyed a co-ordinated approach to the marketing of Ireland, even
though their marketing campaigns were operated independently of each
other.

Bord Failte was solely responsible for the marketing of the

Republic of Ireland, and the NITB for marketing the North of Ireland. As
a result of the peace process both bodies, over time, developed a more
cohesive approach to the marketing of Ireland both north and south of
the border, even though it was still on an independent basis. This study
has found that there was always a very positive working relationship
between the two bodies, and, at various times, both bodies pooled their
resources and took stands at international trade fairs.

There were

benefits for both organisations, particularly in relation to the expense
involved in taking a stand in a solo capacity at the international trade
fairs.

With the establishment of the International Fund for Ireland, the

relationship between the two bodies developed into a more substantial
one.

This study notes that the International Fund for Ireland was a fund that
was set up by international governments who were concerned about the
problems and political pressures in Northern Ireland. Governments such
as those of America, Australia, and Canada injected money into this fund
and the money was initially used to help border counties in Ireland with
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various initiatives.

It was used to help deprived areas that were most

affected by the on-going troubles in Northern Ireland. One of the main
beneficiaries of this fund was the tourism industry. In order to promote
peace in Ireland, money was injected into the marketing of Ireland both
north and south of the border. Independently there were many desirable
marketing programmes that neither body could do in a solo capacity but
this funding encouraged a joint approach which resulted in the seed for a
joint marketing approach to Ireland being sown:

There were lots of things that the NTTB could not afford to do in
marketing, and there were lots of things that Bord Fdilte could not
afford to do. With the International Fund for Ireland it was decided
that the two bodies could get together and use the money to do
things together, rather than throwing it into the kitty and
undertaking small marketing programmes individually. We did
things like taking an exhibition stand at the Berlin show and the
Milan show, which neither could afford to do on their own. Now, we
had an all-Ireland stand and all the staff worked together in a
friendly manner. We also did some marketing together. The total
marketing was separated for years, we just cooperated, but after
the funding we were able to work together. We set up an office in
Regent Street in London, staffed by the two boards, in the late
1980s. This went on for years. Cooperating between the two bodies
has been a gradual progression
John Browne,
Senior Public Relations Officer, Bord Failte.

A significant finding emerging from this study is that Tourism Ireland
Limited became a formal manifestation of the co-ordinated friendly
approach to marketing Ireland on an all-Ireland basis that was
informally operated by Bord Failte and the NITB in the past.

The
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instigation of this arrangement was politically motivated.

Tourism

Ireland Limited was inaugurated in the companies’ office in December,
1999, and it was formally incorporated on the 11 December, 2000, by the
North-South Ministerial Council. The board of Directors was appointed
on the 19 December, 2000, and Tourism Ireland Limited became fully
operational on the 1 January, 2002. TIL took over the responsibility for
the international marketing of the island of Ireland as a tourist
destination with effect from the 2002 season and it will also undertake a
number of functions previously carried out by Bord Failte. These include
ownership and management of Tourism Brand Ireland, the branding of
Ireland, strategic all-island destination marketing in all markets outside
the island of Ireland, and responsibility for the entire overseas office
network.

The new company is also responsible for the international delivery of
product and regional marketing programmes on behalf of Bord Failte and
the Northern Ireland Tourist Board. The underlying products will
continue to be developed by Bord Failte and the Northern Ireland Tourist
Board. This study has discovered that, initially, TIL, primarily comprised
of staff from Bord Failte and the NITB, was short staffed, and also came
under substantial pressure from the unions. These issues were later
resolved, and TIL is happy to confirm that it is operating with the full
complement of staff:

There was a period of over-lap where people were in the process of
transferring.

The task at hand was to ensure that, during the

process of transferring across the organisations, the job was done.
Initially, there was myself and a few people working here in TIL and
that was it. We were in the process of negotiating with the unions
regarding the transfer of the staff.

There was a concern in the
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industry that we would not be able to become operational but we
were never in dispute with any of the unions in relation to this. We
were negotiating what was a complex transfer and the unions'
position was that the work would continue and that is, in fact, what
happened. So we didn’t break stride in it. That was quite
important. You couldn’t break step, we had to make sure that the
Ireland message was out there and very strongly.

If there is

anything that we are proud of, it is that people were professional at
the end of the day and we got the job done
Paul OToole,
Chief Executive, Tourism Ireland Limited.
The primary objective and focus of TIL is to develop and expand the
tourism industry of Ireland as one entire island. The second function is
to help the Northern Ireland tourist market to realise its full potential.
TIL has actualised the establishment of an entirely separate company for
the international marketing of Ireland, and it will not partake in any of
the domestic marketing for Ireland.

TIL was established under the

auspices of the Belfast agreement in 1998, and the company reports to
the North South Ministerial council. The framework that was established
allowed for the development of a Limited company and that company is
TIL. The north south dimension is a very important part of TIL, and this
study can state that TIL is an extension of the peace process in Northern
Ireland;

Tourism Ireland Limited will have a fresh approach to marketing
Ireland abroad. It will market the island of Ireland abroad as one
entire island and this is a very important aspect to this new
company. As TIL will be dedicated to the international marketing of
Ireland it is inevitable that Ireland will become much more
competitive and more aware of its markets. There is no doubt but
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the political aspect of TIL is vital. The north-South dimension has
been seen by all involved as an important part of the process, and a
vital step forward towards peace in Northern Ireland. There is no
question or doubt but that TIL was bom from the peace process
Laughlin Rigby,
Brand Coordinator, Tourism Ireland Limited.
This thesis has found that, irrespective of the peace process in Northern
Ireland, it was vital for Irish tourism to have a separate company to
promote the international aspect of its marketing.

Ireland is currently

following the example of many other nations in relation to
international marketing.

its

Many countries have already established a

separate strategy for marketing abroad. In countries such as Malta and
Britain, all the international marketing is done separately.

In order for

Ireland to maintain its competitive edge it was inevitable that a separate
company be established.

An interesting observation arising from this study is that the Republic of
Ireland could initially lose some of its market share in the name of the
peace process. This study has found that, if there is a continuation of
violence in Northern Ireland, the Republic will find it increasingly difficult
to assert an independent placing distinctive from Northern Ireland, and
unlike past situations, it will have no other option but to endure that
position.

This research can report that, in the past, when there was a

crisis in Northern Ireland in the form of violence, the Republic of Ireland
had the benefit of having its own separate marketing strategy and could,
at any stage, disengage itself from its friendly links with the NITB. This
option is no longer available. This study also notes that, even though the
North gets 50% of the tourist funding, the revenue from the tourist
industry in Northern Ireland is only equivalent to that of Munster, being
in itself quite small as a percentage of the revenue of the entire Republic.
An important finding arising from this study is that it will be inevitable
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for TIL to try to establish itself as an independent marketing company for
Ireland and in some way disassociate itself from the political ties from
which it originates:

There is no doubt but that TIL is a political entity, and I think that
there is a need to follow what has been done in other countries,
which is to separate out the international marketing. In countries
such as Britain, or Malta, all the international marketing is operated
independently to that of its domestic market. So, in any event, TIL,
is only following the general policy of international tourist marketing.
Whilst it initially was a political entity it will have to try to come out
of that mould, because, if it will remain constantly under the political
microscope, I would be afraid that it will never settle down.

The

dust needs to settle on TIL, and the political monkey needs to be
taken off its back, because every time there is an out-break of
violence, there is going to be a focus on tourism, and every time that
there is a query over the executive, all the organisations that they
have set up, including TIL, will be lobbed into the problem. I think
that politics should be slowly eased out, and left to be an
international company dealing with Ireland as a destination,
completely separate from politics.

You cannot plan two weeks

ahead in a political situation in the north and south.

We cannot

have a situation where agents are questioning ‘whether you are
going to be around next yeah or, ‘is there going to be a continuation
of violence?' That sort of international impression has to be put to
bed, and it should be taken out of the equation.

Tourism is neo

political and non-political and this is important. I think that it is a
great achievement that they have advanced the project so far. The
north of Ireland needs to be careful that they don't kill the goose that
lays the golden egg, because they get 50% of the funding and they
have a region in terms of product that is smaller than Munster. If
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you mention Portmamock you have to mention Portrush. There is a
danger that they have sewn in all of these things into the campaign,
but the industry themselves have to make sure that they have not
become complacent, because the tourism industry here are doing a
lot to get the product right
Tony Linehan,
Director of Training and international projects, CERT.
This research can report that the Minister John ODonoghue is veiy
happy with the progress of Tourism Ireland Limited, and states that TIL
is a fantastic example of the tangible benefits that arise from an
increased north/south cooperation. With the continued cooperation with
the governments, the tourism industry will benefit enormously from the
cohesive approach to marketing Ireland on an all island basis:

I am happy with the progress of Til. It is operational since January
2001, under the Chief Executive Paul O'Toole. lam happy to state
that it has been a relatively seamless integration between those
involved from the Northern Ireland tourist board and from those
involved from the Irish tourism side. All are working extremely well
together in the international front. I was in America recently and it
was fairly clear that things are working extremely well. The vice
president there is Jim McGuiggan and he feels very positive about
the future of Tourism Ireland Limited.

The fact that they are

promoting the island of Ireland as one entity, and that they are
doing it in an extremely professionally manner will have to benefit
Ireland in the long term. I am glad to say that there has been no
tension between the staff members either.

In fact there is

tremendous cooperation at all levels and in particular at a political
level. It is unfortunate that the assembly is down in the North of
Ireland at this time, but hopefully that will be resolved. 2003, will,
no doubt, present more challenges for the tourism industry, but we
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must make sure that we position Ireland in the correct place, along
with the right message, so that we will be able to deliver on our
ambitious targets
John OTJonoghue T.D.,
Minister for Art Sport and Tourism.
This study observes that TIL has the important task of delivering the
Insh product into the international market place. According to Minister
O-Donoghue, having already received great acclaim. Tourism Ireland
Limited will have a challenging future ahead. This study acknowledges
that TIL IS an extension of the co-ordinated approach to marketing
Ireland that had already been established between the two boards, Bord
Failte and the Northern Ireland Tourist Board. This study can state that
Tourism Ireland Limited is a veiy positive progression for the tourism
industry in Ireland and also for the peace process in Northern Ireland.
As a result of the establishment of TIL, the international marketing of
Ireland will have an excellent chance to further establish Ireland as a
desirable destination and as a destination that will figure extensively in
the decision-making process for future tourists. The continuation of the
formalised working partnership between the north and south should
prove to further promote the peace process in Northern Ireland and
inevitably the tourism industry for the island of Ireland.

4,6

Cead Mile Failte
Predictability, the friendliness of the people, the beauty of the
scenery,

the

unspoilt

environment,

culture

and

history,

the

experience of a different way of life are the most important
destination issues (Bord Failte, 2001c:50).
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This study has found that tourists who holiday in Ireland still expect to
experience a Cead Mile Failte or that special something that is
considered peculiar to Ireland as a destination. According to the findings
in this study, tourists in the past came to Ireland predominately to
experience this Cead Mile Failte, or the friendliness of the Irish people.
This perceived friendliness of the Irish people was to the forefront of the
decision-making process when deciding on

Ireland

as

a holiday

destination, with the Irish scenery and beauty of the landscape taking
second place. This study has found that this in no longer the reality for
the Irish tourist industry and that the ‘people’ factor is fast losing its
prime position of importance to that of its rival, scenic beauty.

4.6.1 The ‘People’ Factor
The thesis can report that the Visitor Attitudes Survey, 2001, (a survey
undertaken by Bord Failte) has found that Irish people and Irish scenery
remain the most prominent positive differentiators for Ireland as a
destination.

One of the most important findings of this study is that

there is a definite change in the perception of Ireland as a destination.
Previously the Visitor Attitude Survey found that tourists rated the
friendliness of the Irish people as the first most important issue when
choosing Ireland as a destination.

This study can report that the

fnendliness of the Irish people has lost its premier position in favour of
Irish scenery and landscape. Accordingly, is can be stated that 89% of
tourists are satisfied with Ireland’s scenery and landscape, while 88% of
all tourists are satisfied with the level of friendliness of the native Irish.
It can be acknowledged that the proportion of people that mention
scenery and landscape, the natural and unspoilt environment and
attractive cities and towns has increased in 2001 in comparison to 2000.
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Scenic beauty and an unspoilt environment are big factors in
Ireland’s uniqueness for mainland Europe visitors in particular, and
even more important for some European nationalities than the more
human aspects of the destination in choosing Ireland for their

holiday /Visitor Attitudes Survey, 2001:1).
This thesis notes that there is a definite shift in the attitude of holiday
makers towards Ireland as a holiday destination. John Brown, Public
Relations Officer with Bord Failte, concurs with this finding and states
that, even though the ‘people’ part of the Irish product is still a very
important one, the friendliness of the Irish people is now taking second
place to that of landscape and scenic beauty. This finding supports the
findings of Devlin (2002), where it is stated that the Irish Cead Mile Failte
is wearing thin:

A very important survey which is called the Visitor Attitude Survey is
undertaken every year by Bord Failte.
This survey involves
interviews with thousands of overseas visitors in order to ascertain
whether they are happy with Ireland as a holiday destination. The
findings of the survey are really important to Bord Failte because
Bord Failte can look back over the years and see if things are
improving or disapproving in any particular area. The Visitor
Attitude Survey for the year end 2001 shows that, overall, visitors
are happy with Ireland as a destination.

This survey also found

that tourists are reasonably happy with value for money, but the
most important finding from that 2001 survey is that the ^warrn
welcome’ that was synonymous with Ireland has slightly changed.
It the past it used to go slightly ahead of scenic beauty as a reason
for tourists coming to Ireland, but now scenic beauty is no longer in
the number two position and the warm welcome, that ‘special
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experience' that its hard to put your finger on has lost its first place
position. In other words, they have completely changed places. It
has to he acknowledged that the Cead Mile Fdilte has very slightly
shifted. It is still true that the ease of interaction with people is still
there but unfortunately it gets blurred when you go into a Dublin city
hotel. If you have come from an area of scenic beauty, then it is a
very different experience for the tourist when they visit the big cities
John Brown,
Senior Public Relations Officer, Bord Failte.
Paul O’Toole of Tourism Ireland Limited acknowledges that there is a
problem with the Irish ‘Failte’.

According to O’Toole, the Failte is

becoming a little Trail around the edges’, but he still believes that Ireland
is not at crisis levels yet. O’Toole blames that lack of Failte on the fact
that the Irish as a nation are not as aware of the importance of being
friendly to the tourists, or of being perceived as a friendly nation to the
world as a whole.

This study can state that presently Ireland as a

destination can survive on the achievements of the past in relation to the
Failte image, but, inevitably, the image will erode, as the Visitor Attitude
Survey (2001) has shown, and Ireland the Tinfriendly nation’ will be
exposed. It can be noted that Ireland is not the friendly country that it
was in the past and this thesis can state that Ireland has fallen prey to
the economic boom of recent years. An unfortunate result of this is that
Ireland has forgotten about the core values that have been the
predominant trademark for the nation: that is, the friendliness of its
people:

By and large we don't have a crisis, but in my view we have a
problem or a series of problems. There is no doubt in my view but
that the Fdilte is becoming a little bit frail around the edges and a
little bit tarnished as a result of the way Ireland has changed in
recent years. I don't think that we have become unfriendly or that
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we are simply awful people, but that we are not as aware of the
importance or value of visitors from overseas. As a result, we are
not as conscious of the need to make the tourist as welcome here in
our country as we should, so the national ready-response is not
always as prevalent I feel that this is a major issue for Tourism
Ireland Limited. In the interest of the future of the industry it is vital
that we do not become complacent as a nation and pay attention to
the things that are important to us - that is, the visitors who come to
our shores. If we start: forgetting, then we will have a real problem.
At the moment, and reassuringly, people still enjoy coming here, but
I think it would be wrong to be complacent about that
Paul O’Toole,
Chief Executive, Tourism Ireland Limited.
Dan Boyle, T.D., Green Party, concurs and states that the Cead Mile
Failte is becoming less and less of a reality for Irish tourism. Professor
Tom Rafteiy, Secretary of the Fota Trust, also supports the theory that
Ireland is failing in its efforts as a friendly nation when compared to the
level of pleasant service available in the United States of America.
According to Professor Rafteiy, American staff will make a concerted
effort to help clientele in both restaurants and hotels, for example, one
will hear the words ‘have a nice day’ when dealing with staff in the
service industry. Even though it could be argued that this phrase might
not be genuine in all cases none the less it can be argued that it can
have a positive effect and, in general, clients will take it in the spirit in
which it is delivered:

I think that there is a great deal of indifference to tourists, and that
John Dully, former Chief Executive of Bord Failte, was absolutely
correct in his statement that Ireland is indifferent to the tourists.
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In America, in comparison, staff go out of their way to help and
assist you in both shops and restaurants
Professor Tom Raftery,
Secretary, Fota Trust.
Senator Brendan Ryan proposed that the majority of visitors who come to
Irish shores do not have an authentic Irish experience. This study notes
that many tourists are at risk of being carried away on a planned
rollercoaster of activities, and cannot, or do not, get an opportunity to
experience a proper quality of contact with the natives. This argument
can be supported by an examination of the package holiday option
available to some tourists: this thesis can state that, on this type of
holiday, the tourists travel by bus from hotel to hotel and then to what is
considered, by the tour operators, an attractive amenity for the tourist.
This study acknowledges that, in the majority of cases, this type of
holiday predominantly attracts the American tourist, even though bus
tours come to Ireland from mainland Europe also:

The Americans, who come into Ireland on package holidays, come to
an Ireland that is unreal. The image that they have in their minds is
not real because that is what they have been told about by their
friends who have come previously to Ireland on a package holiday.
Unfortunately, they only experience an Ireland that is unreal. They
come in the bus, large numbers of them; they go to luxury hotels
from which they are bused on to the nightly entertainment. It could
be Bunratty one night, or Jury's another night. You would often see
them loading up outside Jury's in Dublin especially during the
summer months. I can't help wondering how many genuine real
Irish people they meet while on holiday. They are then brought to
certain craft shops, and I think that it is a very questionable which
craft shops these tourist buses visit. Then they go to Killamey, they
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go on a bus tour around the Ring of Kerry and they go on a bus tour
around the Dingle Peninsula. I would consider that they see Ireland
from within a kind of cocoon. They see an image of Ireland which is
quite similar to what they have been told about but, I think that it is
safe to say that they don't ever get a chance to find out that it is not
real
Senator Brendan Ryan.
This study has found that a great deal of the blame for the lack of
hospitality and the general air of indifference to tourists in Ireland is
attributed to the ‘Celtic Tiger’.

According to Tony Linehan, Director of

Training and International Projects with CERT, the Celtic Tiger has
caused many of those who previously worked in the tourist service
industry to seek employment elsewhere, resulting in much of this
indifference to an important industry.

Linehan further states that the

Irish as a nation are now confusing service with servility and generally
the Irish are disrespectful to tourists. A finding emerging from this study
is that when business is slow, establishments seem to pay more
attention to detail and look after their customers. Conversely, when they
are busy, they appear to adopt an almost nonchalant attitude towards
their clients:

/ think that one could nearly state that the indifference to tourists as

stated by John Dully is down to the Celtic Tiger, where alternative
sources of income became available in non-tourist areas. As a result
I think that we have confused service with servility in many ways
and we have tended to be less respectful to tourists. There is a kind
of indifference, and a bad attitude, e.g., 'so what, do you want us to
smile'? In many ways this is the result of too much business for the
hotels and restaurants. Places have become so busy, and generally
I have noted over the years in this business that when there is a lot
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of business, one tends to forget about the core skills of getting and
holding onto business, which is good customer relations, good
consumer marketing, and good 'Fdilte\

Whether it is in a

supermarket, hotel, or restaurant, when places become too busy
they tend to loose that good etiquette, whereas when business is
low they tend to ensure that they keep their customers and actually
go out of their way to do so.

In many ways it is almost a

contradiction of terms, if business is bad service is up and vice versa
Tony Linehan,
Director of Training and international projects, CERT,
This thesis can state that Ireland of the Welcomes' has changed.

The

Cead Mile Failte, long regarded as an intrinsic part of the Irish
experience, is no longer assured.

When choosing Ireland as a holiday

destination, it has been found that tourists consider the Irish landscape
to be the premier attraction. This was not always the prime attraction,
as the ‘people factor’, had enjoyed this privileged position for many years.
The main factor attributed to these changes is the affluence of the Irish
economy, the busy life-style, and the fast pace of life in the major cities.

4.6.2

Non-Nationals in Irish Tourism

According to the findings in this study, one is indeed more likely to
receive their breakfast in Ireland from a non-national and also to be
greeted in front line positions by non-nationals working in Irish hotels.
John Brown, Bord Failte, confirms this and relays that any time he
telephones the Merrion Hotel in Dublin (which is five star rated), he is
greeted by a lady with a strong Spanish accent. This study has found
that the absence of Irish staff from these positions is the result of the
lack of workforce in Ireland.

The majority of native Irish people have

looked to the Information Technology sector in order to find employment
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at a higher rate of pay. According to the findings of this research, many
Irish people believe that it is beneath them to work in the catering
industry. Dan Boyle T.D. concurs and states that, as Ireland has become
wealthier, potential employees do not want to demean themselves by
taking jobs in the hotel and catering sector.

Fiona Ryan of Tourism Ireland Limited stated that:

The tourism industry has no choice but to be realistic and realise
that the profile of the economy has changed dramatically over recent
years
Fiona Ryan,
Public Relation Specialist and Corporate Manager, Tourism Ireland
Limited.
The industry is therefore left with no choice but to look elsewhere for
employees:

There are a lot of foreign nationals working in Ireland in tourism
related enterprises. The reality is that tourism enterprises have to
have staff to operate them. If Irish people are not prepared to do it
then you have to get staff from somewhere because, if you don’t
have staff, then you don’t have any operation at all. A personal
view is that all of these ethnic traditions and backgrounds that are
coming into Ireland are healthy over the long run. I think it brings a
new perspective to things and new dynamics to the island of
Ireland. It will be healthy over all and I do not believe that we are
misrepresenting Ireland in having these people working in the
industry;
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after all, there are still five or six million of us still here on the island
Paul O’Toole,
Chief Executive, Tourism Ireland Limited.
Dan Boyle T.D. supports the theory proposed by Paul O’Toole and states
that it would be a good thing if Ireland were to become more
cosmopolitan, as it would bring a new dimension to Ireland. According
to this theory Ireland will be truly regarded as a European country, in
the broad sense, as opposed to an isolated island in the middle of the
Atlantic Ocean that is cut off from reality.

Another finding emerging from this study is that, in the hotel and
catering industry, the non-nationals are in effect more courteous than
the native Irish.

This study can also state that the work ethos of non

nationals has been found to surpass that of the Irish.

According to

John Power of the Hotels Federation of Ireland, the majority of non
nationals are willing, able, and flexible.

Power further states that they

are always friendly and management have reported that they have far
less issues with these staff members than with the Irish staff.

Michael

Newcombe, Hotel Manager with the Four Seasons Hotel group, supports
this and relays that, when the Four Seasons Hotel came to Dublin, its
intention was to mainly employ Irish staff.

As there was a shortage of

Irish staff, the hotel had no other choice but to employ some non
nationals.

Michael Newcombe found that the international staff

surpassed the native Irish in terms of loyalty and work ethic:

When we opened this hotel we needed 380 staff

It was our

intention to have predominantly Irish staff in the entire front of
house, and back of house positions.

We did manage that in the

beginning, achieving 70%. However, the difference in work ethic,
attitude, and loyalty between Four Seasons staff that we would
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have brought in from abroad and the Irish staff was so
overwhelming that we decided that the staff that we brought, for
example, from Cairo, would be a better option. These people work
so hard when they come from their countries and they are so
passionate about the company that they are always so keen to
please. Their work would be at a far superior standard to that of
the Irish.

We were left with no choice initially but to use non

national staff. We would like very much to be seen as an Irish hotel.
However, we have to nurture the Irish staff that we brought on
board at the beginning and we would like to ensure that they have
every opportunity to obtain management positions. Realistically our
preference is to have Irish staff in front of house positions, but they
must be good enough to do the job. We would envisage that all our
front of house positions, the restaurant manager, the room service
manager, the General Manager etc. are Irish. We recruit directly
from the colleges of catering, and then we send them over to the
States to become Four ‘Seasonalised\ In 18 months, or sometimes
less, many of them will be ready to come back, and then a lot of our
front line staff will be Irish. We intend to nurture them through, and
you will see in the future that the percentage of Irish in management
positions will increase dramatically over the next 12 months through
2003 and beyond
Michael Newcombe,
Hotel Manager, Four Seasons Hotel, Dublin.

Professor Tom Raftery supports these findings and further states that the
Irish appear aggressive when compared to non-nationals.

Professor

Raftery states that it is “sad” to imagine that the Irish as a race can
receive better service and a higher degree of friendliness from a non
national in a hotel or restaurant as opposed to one of their own country
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men or women.

The Minister for Tourism, John O’Donoghue, also

acknowledges that the face of Irish tourism is changing and that the
industry is left with no other choice but to employ staff from wherever it
can.

In order to preserve the face of Irish tourism, the minister would

prefer to have the industry predominately staffed by Irish people, which
would inevitably give an authentic Irish experience to the face of the Irish
industry. This study recognises that while this would be the ambition in
an ideal world, the reality is quite different:

TTie face of Irish tourism is certainly changing, but is has to be said
that sometimes a foreign national can be a lot nicer than a national
Let's be quite clear about that

It's not the nationality of the person

that counts, it is the personality of the person, but it would be
certainly more desirable if the front line staff were Irish as this
would ensure that the face of Irish tourism was indeed Irish
John O’Donoghue, T.D.,
Minister for Arts, Sport and Tourism.
A recent study carried out by CERT, called Where are they now?, found
that 25% of those currently working in the tourism industry in Ireland
are non-nationals. According to Tony Linehan of CERT, of this 25%, only
a very small percentage has formal training and consequently are low
skilled.

This is an ongoing problem for the tourist industry in Ireland

and CERT, in an effort to curtail this problem, has begun to work closely
with the Immigration section of the Department of Enterprise. From this
co-ordinated approach a prerequisite was put in place whereby all non
nationals entering this country in order to work in the tourist industry
would have to have some form of qualification in order to get a work
permit.

CERT has always advised the industry, when recruiting non

nationals, to ensure that they have some form of training, and, where

143

possible, that they come from a hotel school. Linehan believes that this
is not enforceable in reality.

This study has found that research undertaken and commissioned by
CERT and published by Drury Communications, relating to the reaction
of tourists to non-nationals, found that the Americans, in particular,
reacted very negatively to

the non-nationals.

American tourists

expressed a need to encounter Irish natives in front line positions when
visiting Ireland, in order to ensure an authentic Irish experience.

The

European tourists reacted differently and did not feel as strongly about
encountering Irish workers, but they did express a need for local
knowledge from the front line staff.

A predominant finding from the

CERT research is that tourists are more concerned with receiving
relevant knowledge about the local area that they are visiting, as opposed
to who is actually imparting that knowledge:

The CERT research found that the Americans reacted quite
negatively to non-nationals because they wanted to deal directly
with the Irish, and they wanted to experience the image of the Irish
person up-front

The Europeans didn't react in the same way; it

was actually immaterial to them. The common issue emerging from
the study was that both sets of nationality of tourists, both
Europeans and Americans, said that the problem with the non
national worker was that they didn't know enough about the local
facilities. Dingle was cited in particular as a problem area. When
the tourist asked 'where do I go to now to find Slea Head?, the non
national receptionist hadn't a clue. We have always said that the
people who are at reception, bar, or restaurant are marketing people
in their own right.

So if you ask a non-national person 'where

should we go'? Or 'what is the peninsula like'? It is a problem if
they don't know.

These are serious issues that need to be
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addressed, and CERT has put a programme in place to try and
correct these issues
Tony Linehan,
Director of Training and international projects, CERT.
Arising from these findings, CERT embarked on initiating a programme
to address the issues relating to the problems that are encountered by
non-nationals while working in the tourism industiy. According to Tony
Linehan, CERT developed an induction pack for non-nationals called
‘Failte’.

This programme set out quite clearly the key competencies

required by non-nationals while working in front of house positions. The
areas applicable were communications, customer relations, hygiene, and
the various phrases or figures of speech that are commonly used in the
interaction with the tourist-

Tony Linehan stated that the programme

was quite extensive, in terms of tapes and books and literature, for both
the trainer and the non-national student. Any business that wished to
embark on this programme could buy this induction pack and follow the
training programme themselves.

The second programme initiated by CERT was a combined programme
with the Polish government. Prospective staff were recruited from Poland
and brought to Ireland where they began a training course that lasted for
three months; for example, Polish students were placed in Kenmare, Co.
Kerry, where they were taught to develop their skills and also develop
customer awareness skills.

The objective of this programme was that

they became accustomed to the local people and culture and every aspect
of the South West area including Cork and Kerry.

When the students

successfully graduated from the programme they were then placed in
employment in the area. This was a very beneficial exercise as it ensured
that, when these students entered into formal employment in the area,
they had the benefit and advantage that they were quite familiar with the
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locality and, inevitably, could be comfortable with their new position.
This in turn benefited the tourist.

This programme was a major success for the tourist industry and proved
to be a workable model for the further progression and integration of
non-nationals into the Irish work-force.

This study can acknowledge

that this interaction programme was a reactionary one and was set up as
a result of the feedback received in on-going research undertaken by
CERT. This study acknowledges that CERT cannot enforce this training
scheme on prospective employers; CERT can only operate in an advisory
capacity. According to Tony Linehan of CERT, it would appear to be a
redundant exercise for employers to incur the trouble and costs of
recruiting staff from abroad unless they embarked on this induction
programme that has been devised by CERT. The findings of this study
reveal that the continuation of training is solely the responsibility of the
hotel and catering industry.

The hotel and catering industry complain that the staffing issues relate
to a problem of high turnover, but, according to Tony Linehan, the
problems of high turnover are caused by a general lack of training
combined with a lack of structure.

From this it can be deducted that

staff that operate with proper skill, motivation, and adequate ability, are
inevitably going to be happier. This thesis has found that, along with the
programmes mentioned to date in this study, CERT also developed a
programme called ‘Retain’.

In this programme CERT has invested over

€1 million. The objective of this programme was to try to retain the staff
already working within the industry.

According to the findings of this

study, hotels are funded by CERT so as to enable them to appoint a
dedicated Human Resource Manager. CERT further injected funding into
specific

training programmes which were non legislative.

These

146

programmes have received great acclaim and have ultimately penetrated
much of the industry.

The findings from this study can reveal that, if those companies
operating in the tourist sector were to embark on the programmes
instigated by CERT, they could, on the one hand have non-national staff
fully versed on the Irish ways and idioms and, on the other hand, have a
long term solution to the shortage of workers in the tourism industry in
Ireland.

If CERT were to combine these programmes with the ‘Retain’

programme, staffing issues could become outdated.

4.6.3

Changing Irish Landscapes

Contemporaneously with the changing ‘Cead Mile Failte’, the Irish
landscape has also changed with the times. According to the findings of
this study, the Irish landscape has undergone some radical changes in
the interest of tourism. In pailicular, these changes are most notable in
the expansion of golf tourism. This study has found that golf tourism is
one of the fastest growing areas of the tourism industry in Ireland and
that approximately 200,000 visitors come to Ireland annually to play golf.
This thesis can report that the increased demand on the existing golf
courses resulted in the development of many new courses.

Many of

these courses are located in some of the historical Irish estates where the
parkland had to be modified and restructured in order to facilitate the
new course.

The findings of this study have shown that all interviewees were in
agreement that, even though the Irish landscape and many types of
parkland fell prey to these new golf courses, their benefits far outweighed
any argument to retain the various parklands intact.

Laughlin Rigby,
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Brand Coordinator, Tourism Ireland Limited, is emphatic about the value
of the golf industry for Irish tourism.

Rigby states that each year the

percentage of tourists playing golf is getting higher and higher and
during the peak seasons the pressure is increased for space on courses.
According to Rigby, the tourist should have as much choice as possible
when coming to Ireland specifically for golf holidays.

When a potential

tourist is engaging in the 'decision making process’, Ireland will only
achieve top priority as a destination if it can offer a good variety of golf
courses.

Professor Raftery, secretary of the Fota Trust in Cork, states that, in the
case of Fota Golf Course, the changes to the landscape were minimal and
the development of the golf course actually enhanced the grounds. As a
result of the development at Fota, thousands of trees were planted and
this enhanced the wild life. Consequently, the grounds are now home to
squirrels, badgers, mallards, and many varieties of water fowl. It can be
argued that, had the golf course not been developed, the land might well
have been sold for housing with a corresponding destruction of the
parkland. According to Professor Raftery, the long term benefits of the
golf course at Fota for Irish tourism are enormous:

In the case of Fota you could say that the landscape was hardly
damaged.

The old farm buildings have been retained and

beautifully conserved and they are used as the club house.

The

Irish tourism industry has benefited from the golf industry. In the
case of Fota, when the Murphy's Irish open was held there, the
television coverage went into over 200 million homes world-wide.
The American Express sponsored championship from Mount Juliet
was relayed in over 150 different countries and it was estimated to
be viewed by 3.5 billion people. That's the kind of exposure that you
couldn't possibly get anywhere else. You couldn't buy that, and I
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know from what Vve heard overseas that Ireland looked absolutely
beautiful on the Sunday morning when Mount Juliet was shown in
Sydney. I have no doubt but that golf courses are a very definite
asset to Irish tourism. Many tourists come to Ireland specifically to
play golf and this is a fact. In my opinion golf courses are fantastic
and their development is a great asset to Ireland provided they do
not interfere with our heritage. In the case of Fota, the golf course
enhanced the grounds. There are thousands of trees planted and
they look fantastic.
Fota also.

'There is a lot of wildlife in the golf course at

'There are squirrels, badgers, foxes, swans, mallards,

water hens, and these all enhance the environment
Professor Tom Raftery,
Secretary Fota Trust.
John Power of the Hotels Federation also supports the development of
Irish golf courses.

According to John Power, golf courses actually

preserve the open spaces and prevent mass housing in areas of beautiful
landscapes.

Power states that, when other aspects of the tourism

industry in Ireland suffered, the golf industry survived, because of the
demand.

This thesis has found that in 2001, after the crisis in the

tourism industry as a result of the foot and mouth disease and
September 11, the ‘coach tour’ business suffered tremendous losses, but
the golf industry, although under severe pressure, had better endurance
and survived.

The hotel industry acknowledges the importance of golf courses and,
accordingly, many hotels that are not fortunate enough to have facilities
of their own, make arrangements with local courses for their guests. It is
vital for hotels without these facilities to offer prospective clients the
possibility of booking courses for them, in order to sustain their market
position; Michael Newcombe hotel manager with the Four Season’s hotel
group, has, in the past, made such arrangements with courses such as
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the K Club in Straffan, Co. Kildare, and also Druids Glen golf course.
According to Newcombe, the reputation of these courses is phenomenal
and for many American and UK visitors it is considered a ‘dream come
true’ if a game can be arranged for them.

This study has found that

many visitors come to Ireland specifically for golf and plan a holiday of
travelling from course to course.

In relation to the controversy regarding the golf course at the Old Head of
Kinsale, this study has found that, although many people recognise the
benefits of having such an exclusive golf course on the headland, there is
adverse feeling regarding the limitations of access to the locals and
tourists.

In tlie past, people had the freedom to stroll out to the light

house and enjoy the breath of scenery. According to Professor Raftery,
this was an amenity that was enjoyed by many families who day-tripped
to this scenic spot in order to enjoy an old fashioned picnic. This study
can confirm that, now, access to the Old Head of Kinsale is only by
means of a round of golf.

Dan Boyle T.D., Green Party, questions the

advantages of this exclusive golf course to the tourist industry and states
that this course is not open to all visitors to Ireland.

The findings of this study reveal that the Old Head of Kinsale golf course
operates a very exclusive facility and is predominantly used by large
American corporations. These corporations buy playing time on a large
scale and offer this to chosen clients. This research has found that it is
not possible to access the golf course at the Old Head as one can access
other courses, through green fees. This golf course is totally booked in
advance by these corporations and, consequently, daily green fees are
not available, thus making access prohibitive:

The Old Head of Kinsale is considered a fairly important course
because it brings very high-paying tourists into the country, but
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there are serious questions about the added value of these tourists
to the local area as most of them do not remain there. They come
specifically for their round of golf on the Old Head and that is it. The
jobs that are made available from this course are limited. People
involved in the maintenance of the grounds, the course itself,
caddying, golf services in terms of equipment, catering, etc, but there
is no spin-off in terms of the local hotels. The Old Head is adjacent
to Garrettstown, which is a seaside resort; there used to be a
considerable, thriving hotel there, which is now closed.

The

economic argument for the Old Head, I think, is not justified. On the
other hand, the cost to the landscape is unacceptable.

It has

manicured what has been a natural heritage site as far as we are
concerned. It has removed landscape and public heritage from what
had been a more acceptable amenity in terms of access from the
headland, so that's a tourist loss as far as the Green Party are
concerned
Dan Boyle,
T.D., Green Party.
Natural landscapes, like that at the Old Head of Kinsale and the Cliffs of
Moher, come under much scrutiny in order to ensure that they are not
interfered with.

The golf course at the Old Head is successfully

operational but the Cliffs of Moher is still doing battle to preserve the
landscape as is. This study can confirm that there is an on-going battle
to prevent an interpretative centre being located on the cliffs themselves.
During the period of this study the battle is continuing among the
various lobbies and groups, including the County Council and An Bord
Pleannala, and is still unresolved.

The findings emerging from this study show that tourists like to engage
in retail therapy, and the tourism industry in Ireland would strive to
facility this.

Therefore, it is necessary that tourists should, at every
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opportunity, have an outlet to exercise their spending power. According
to Laughlin Rigby of Tourism Ireland Limited, tourists consider shopping
in crafts shops to be part of an Irish holiday and it is necessary to
facilitate this.

Although it is indeed necessary to facilitate the tourist

with shopping facilities, this study has found that it would be a far better
idea to place the interpretative centre, along with craft shops, etc., at the
local village, instead of at the cliffs themselves:

It is a pity to ruin our landscape, but the problem is that many
tourists like to browse around in shops and this has to be facilitated.
In the case of the Cliffs of Moher it would be far better if the
interpretative centre were located in the nearest village to the cliffs,
thus ensuring that our landscape is preserved while still giving
tourists the facilities that they need
Laughlin Rigby,
Brand Coordinator, Tourism Ireland Limited.
According to John Brown of Bord Failte, there is always a struggle
between industry, tourism, and the environment, and inevitably a
constant tug-of-war.

Brown further states that there are enough lobby

groups in Ireland to prevent any major ruination of the landscape and
this exemplified itself many times before. The government, in the past,
had the right to build and place interpretive centres wherever they chose.
This is no longer the situation.

According to Brown, the special

dispensation afforded to the government no longer exists and they are
now obliged to apply for full planning permission.

This study can

acknowledge that the Irish are now much more concerned and aware of
the environment and are prepared to protect it at whatever cost. Senator
Brendan Ryan concurs with Brown and relays that many terrible
structures were erected in the past because there were fewer regulations
in place.

Senator Ryan states that he “adores controversy” and
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expresses the view that lobby groups are essential. He proposes that it is
the only way of regulating what happens regarding planning, as state
agencies, given the opportunity, would ‘ride roughshod’ over vast areas
and construct horrific buildings.

4.6.4

Access to Land

According to the findings of this study, farmers and landowners are not
happy with allowing free and unrestricted access to their lands, even in
areas of scenic beauty and historical importance. This study has found
that the main reason for this is the escalating cost of insurance. With
high rising costs the only option for farmers and landowners alike is to
tiy to prevent as much access as possible. According to Paul O’Toole of
Tourism Ireland Limited, walking holidays are one of Ireland’s key
products and we have to protect that.

O’^foole postulates that

landowners are now under considerable pressure and are torn between
allowing access to visitors and running the risk of a law case.

Fiona

Ryan concurs and states that this situation is detrimental to the whole
future of the tourism industry in Ireland:

Unfortunately, access for tourist walkers is a major barrier for the
industry as many farmers are not happy with people trampling their
land. High insurance costs are largely adding to the problem. This
needs to be addressed in the future and Tourism Ireland will have to
look at these issues, especially if we are promoting products such as
hill walks and access to historical sites that are privately owned
Fiona Ryan,
Public Relation Specialists and Corporate Manager, Tourism
Ireland Limited.
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Senator Brendan Ryan supports the concerns expressed by Fiona Ryan,
and further states that ‘the law’ is to blame. According to Ryan, there is
a necessity to simplify the law regarding access, and that it should be
seen as unconstitutional to expect the landowner to be liable for a
trespasser, should an injury occur.

Ryan believes that the area of

negligence is also very loose and that, if somebody strays on to lands of
their own free will, then it should be entirely their fault should something
happen.

According to the findings of this study, if the law were more

favourable to landowners, then they would not be so strict regarding
access:

We are not prepared to simplify the law either. I think there are two
areas of Public Liability and Owners' Liability where I believe that
the legislation should be clearly written. It should be the case that
only where people enter property with the owner's permission that
there should be any question of liability and, within this, only where
there is a commercial arrangement should there be capacity to sue.
I don't think that anybody should be able to go onto anybody else's
property and sue them for negligence if they were trespassing and if
they were there of their own free will without invitation. While my
family and I were on holiday in West Kerry, my kids who were
playing ball in an area in West Kerry went over the wall of the
neighbour to retrieve the ball that they had been playing with; the
landowner came out and roared at them. We were horrified, as they
were only getting the ball. It turned out that, previously, on another
occasion, two kids had done the same thing. Unfortunately, they
had tripped over a big stone, cut themselves, and sued the
landowner and received money.

Is it any wonder that he was

aggressive towards us? How can we promote an image of Ireland
that is welcoming when we have ridiculous laws? I think that it is
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just inertia and there is an element of the Department of Agriculture
protecting its precious agriculture
Senator Brendan Ryan.
According to Lucey Walsh, Barrister at Law, the main legislation relating
to the area of landowners and trespassing was brought in during 1995.
This Act was called the Occupier’s Liability Act of 1995.

Prior to 1995,

this area was dealt with under common law, which is a law that was
developed over a long period of time and came about as a result of case
law. This was based on principles of right and wrong. Pre-1995, the law
broke down the types of entrants on to land into four categories:

1

ContractualEntrance

2

Invitees

3

Licensees

4

Trespassers

According to Lucey Walsh, under Common Law, it was difficult to
ascertain where the ‘tourist’ would fit into the legislation:

They are not a contractual entrant, unless they paid the landowner
who has some magnificent dolmen etc. One is not a licensee
because you do not have a license to be on the land. You are, to all
intents and purposes, an invitee, but you are an invitee by
implication unless there is a big sign saying: ‘'please come and visit
our ‘beehive huts' etc on our lands”. The question to be posed is:
‘does the tourist fall into the trespasser category?' The main case
relating to this area is Me Namara verses the ESB. In this case a
little child ran onto an ESB sub-station and suffered fairly serious
consequences. In this case the child was a trespasser. The result of
this case was that a duty was imposed in relation to the ESB and
inevitably that was the move towards imposing a duty on the land
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owner. As a result of the Me Namara case, the landowners and
farmers set up a lobby group. This came about in the late 1970s.
In the Me Namara case the trespasser was a child, so you have a
different duty to children trespassers than you would have towards
adults. At this time there was a move that the law wasn't dealing
satisfactorily with the whole issue of occupier's liability and so it
was inevitable that changes be made
Lucey Walsh,
Barrister at Law.
According to the findings of this research, in 1995, after ten years of
consultation, the law reform commission introduced the Occupier’s
Liability Act of 1995. This changed the categories of entrant as follows:

1. A recreational user (The tourist fits into this)
2. The Visitor
3. The Trespasser.

A recreational user, means an entrant who, with or without the occupiers
permission or at the occupiers implied invitation, is present on the
premises without a charge. This covers the person coming onto lands to
see sites of interest and applies directly to the tourist.

According to

Lucey Walsh, the ‘Recreational user’ covers hill walkers, tourists visiting
national monuments, and includes an entrant admitted without a charge
to a national monument.

According to this study it specifically targets

the tourist and comes from the national monuments act of 1930.

The Occupier’s Liability Act, in making reference to the recreational user,
makes reference to section 16.1 of the national monuments act of 1930.
This research acknowledges that, in general, the Irish are more litigious
resulting in the landowner asserting more caution, but the 1995 Act
sought to reduce the duty of care owed to a recreational user.

Walsh
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states that this Act essentially changed what it stated pre-1995.

This

study can state tliat now a landowner is not under as much of a liability
as they would have been pre-1995 and that the 1995 act brought a
section under the act allowing a landowner to restrict, modify, or exclude
the duty under the occupiers liability act:

You now often see signs at the edge offarms saying: pursuant to the
Occupier's Liability Act, take notice; to all people crossing these
lands, the owner of these lands restricts, modifies, or excludes their
duty of care under this piece of legislation, and any injury which
befalls you upon these lands is really your own business etc.
Section 5 of the Occupier's Liability Act of 1995 has improved the
situation for land owners substantially, but still, it doesn't
necessarily always make it 100% watertight to exclude any liability
they might have in respect of it
Lucey Walsh,
Barrister at Law.
According to the findings of this study, landowners have one further
liability, or responsibility under the 1995 Act. If, for example, there is a
structure on the land, maybe a shelter for hill walkers, or a bridge that
one has to cross in order to view a national monument; in this case the
landowner will have a liability in relation to the state of the makeshift
bridge, because it has been specifically put there for the purpose of
recreational users. Under the Act, these structures have to be in a safe
condition for the recreational user.

This research has found that the

French or German tourist is less likely to issue proceedings as they are
leaving the state.

Lucey Walsh has found that, in relation to claims,

tourists that are leaving the jurisdiction are often unlikely to proceed if
they twist an ankle, etc, but she notes that it is still obviously a source of
serious concern for landowners.
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According to this research, there is nothing to prevent foreigners from
instituting legal proceedings in Ireland, but, because they reside in
another state, it has been noted that they are less likely to do so.

By

comparison, Ireland is far more litigious than any other country and the
landowner is more likely to be sued by a native.

According to Lucey

Walsh, Ireland is following more of an American model in terms of
litigation, but it is possible for landowners to prevent access, except
where there is an existing right of way since time immemorial, such as
the Kerry Way in Co. Kerry, or over Black Valley from Killarney to
Kenmare.

Lucey Walsh has suggested that the only solution to the problem is if the
Irish State were to buy all the national sites of historical interest. This is
obviously a very expensive option and one that the government could not
achieve in the short term, but it is the only solution that will ultimately
safeguard the landowner.

Walsh also states that it is difficult to find

blame with landowners who state that they are going to restrict all access
to their land when they cannot get a quotation for insurance.

Many

landowners live in fear of being sued and feel that they are what one
would call a ‘mark for damages’, as they are owners of property and
lands. The consequences of this are that, if a claimant were to proceed
against such as owner in order to try to recover damages, the landowner
has assets to meet the reward. This study has found that farmers and
landowners alike can do everything in their power to restrict their
liability in relation to a recreational user, visitor, or trespasser, but under
current legislation it is impossible to exclude the possibility of a tourist
or native issuing proceedings against them as one can never restrict a
person’s right to take legal proceedings.
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4.6.5

Price: Is Ireland a Competitive Destination?

According to the research findings of this study, Ireland is considered to
be an expensive destination.

Fiona Ryan of Tourism Ireland Limited

states that Ireland as a destination does not want to be regarded as a
cheap option for holiday makers, and the marketing campaigns reflect
this:

Ireland does not market itself as a low cost destination. Value for
money is what is more important, coupled with the totality of the
experience and whether it was 'worth it\ Countries such as Italy
are considered to be much more expensive as a holiday destination
than Ireland, but the question that one has to ask is; 'Was it worth
it?' Hopefully the tourists leaving Ireland will say that it was 'worth
it', even though they might have felt that it wasn't the cheapest
holiday in the world. The key challenge would be that Ireland, as a
destination, remains competitive in comparison to other expensive
ones
Fiona Ryan,
Public Relations Specialists and Corporate Manager, Tourism
Ireland Limited.
According to John Power of the Hotels Federation of Ireland, the main
issue in relation to high prices in the hotel and catering industry is the
passing on of costs to the consumer.

Power stated that the costs of

labour alone in Ireland are increasing at 3.5% of the European average,
resulting in between 35% and 40% of all revenues from restaurants going
directly back to labour. This fact, together with the increasing levels of
insurance, has resulted in the entire industry operating at prohibitive
levels.
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John Power states that Deloitte 85 Touche did a comparative study
between various destinations and found that the average room rate of
about a quarter of the three to five star hotels in Dublin compared
favourably in comparison to other European cities. The study found that
Amsterdam was 26% more expensive than Ireland and that Athens was
10% more expensive, whereas Brussels was less expensive. The Deloitte
& Touche study notes that, from a hotel perspective, accommodation was
not a major problem but factors such as labour costs and insurances
were the main problem areas. From the study, labour cost is the main
offender as it eats into profits in a major way. John Brown of Bord Failte
supports this theory and relays that competitiveness will be difficult to
sustain unless issues such as running costs, insurance, food, input
costs, and, particularly, labour costs, are addressed.

According to

Brown, many establishments are charging far in excess of what they
should, and inevitably will have to reduce prices when clients become
scarce.

Brown states that, when the tourism industry in Ireland came

under serious pressure during 2001 as a result of the Foot and Mouth
crisis and September 11, many in the industry reduced their prices at
short notice in order to sustain their market position.

Brown believes

that many in the industry are far too greedy and are not prepared to be
more cost competitive unless absolutely necessary:

Hotel and restaurant operators have huge margins and it is up to
them to reduce prices. When the tourists stop coming to high price
establishments, then the owners will have to make serious decisions
and look at the whole operation. They will then have to charge a
price that the market will bear. A lot of the industry has no other
option but to do this. The Mespil Hotel in Dublin is an example. Lee
Kidney owner of the Mespil Hotel in Dublin and other hotels around
the country is enjoying a great season and he credits the fact that
the bed prices are at a price that the market can afford. Therefore
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he is not suffering as a result of the Foot and Mouth crisis or the
American disasters of September 11. He is marketing the fact that
his hotel offers 'value for money' and he is therefore sold-out Lee
Kidney has said that you have to adapt to the market at any given
time. He told me that the people that are whining and losing money
in my business, which is the hotel sector, are the people who are
incapable of marketing and are always inclined to charge too high a
price during the good periods
John Brown,
Senior Public Relations Officer, Bord Failte.
Dan Boyle T.D., agrees with these findings and notes that Sweden and
Denmark are now cheaper destinations that Ireland. According to Boyle,
there is an element of profiteering and many in the industiy are ‘milking
the system’.

Boyle suggests that Ireland needs to become more tourist

friendly in relation to offering ‘value added packages’. Other destinations
offer tourists groups of travel tickets when they purchase a holiday, and
this injects added value.

Brendan Ryan concurs with Boyle and states

that prices are excessive. Ryan suggests that a deregulation of the liquor
licenses would help reduce the costs dramatically.

According to Ryan,

Ireland should also follow the continent and have a compulsory price
board outside of all establishments. In doing so, consumers would know
exactly what the food and drink should cost, before entering the
premises:

In France there is a standardised sign outside every service provider
stating basic things like the prices for a cup of coffee, cappuccino,
tea, wine etc.

That policy should be implemented in Ireland and

prices should be prominently visible outside all establishments. This
should be a legal requirement and it should be enforced, not by the
Director of Consumer Affairs up in Dublin or by some executive, but
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by the Local Authority. The Local Authority should play a bigger role
in enforcing the rziles.

It wasn’t until the Food Safety Authority

suffered a few dreadful accidents that they got serious about food
hygiene and the principles are the same
Senator Brendan Ryan.
When Bord Failte did a survey in 1995 on customer satisfaction levels in
the tourist industry, it found that two thirds of all visitors were satisfied
with the prices of food and beverage.

The year 2001 saw this figure

plummet from two thirds to one third.

This will have serious

repercussions for the industry as the perception abroad is that Ireland as
a destination is very expensive. This thesis has found that the Minister
for Tourism, John O’Donoghue, is seriously concerned about the cost of
food and drink and has stated that this issue is of paramount
importance and will have to be addressed and corrected if the tourism
industry is to survive.

The Minister stated that it would be more

beneficial for the industry if there was a greater degree of transparency
with regards to price and product. As a result of the serious concerns
regarding price competitiveness, the Minister has commissioned a total
review of the industry which will look at many of the tourist related
areas, but specifically those relating to price.

4.6.6

Crime

According to the findings of this research, Ireland as a destination is
considered to be a comparatively safe country in which to holiday. Fiona
Ryan and Laughlin Rigby of Tourism Ireland Limited both express the
view that figures and research have shown Ireland to be a safe
destination when compared to many other European countries.

Paul

OToole, Chief Executive of Tourism Ireland Limited, concurs and states
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that, according to much of the research that has been carried out in this
area, Ireland has scored well.

OToole states that, even though Ireland

scores favourably in relation to the statistics at hand, other destinations
have better ratings in relation to crime and Ireland as a countiy needs to
be conscious of this. Dan Boyle states that the crime rate in Ireland is
low but that there is a growing trend internationally that tourists are
easy prey and are more exposed to crime.

In an Irish context, Boyle

expresses the view that crime rates are much more serious in cities such
as Dublin, Limerick and Cork and these inevitably affect the average rate
of crime nation-wide:

Ireland is relatively lucky in that it enjoys a relatively low crime rate.
Unfortunately, I feel that there is a growing trend on the
international front whereby tourists are targeted more now than in
the past In the case of Ireland I think that the main problem areas
are in the major cities and these send the statistics soaring. In rural
areas tourist related crime is relatively low
Dan Boyle, T.D.,
Green Party.
According to the findings of this research visitors to Ireland consider that
Ireland is a safe destination.

This study has found that Ireland is sold

abroad as a safe country in which to holiday. The literature promoting
Ireland predominately portrays a carefree Ireland steeped in a rural way
of life.

The Americans, in particular, believe this to be the case and

would consider that Ireland is far safer than America.

According to

Senator Brendan Ryan, the Americans are naive and ‘'believe what they
read in the glossy brochures”.

According to the findings emerging from this study, only 0.01% of all
tourists that come to Ireland are victims of crime. John Brown, Senior
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Public Relations Officer with Bord Failte, notes that of that 0.01% few
crimes are of a personal nature. Browm states that the majority of these
crimes take the format of handbag snatching or car thieving.

Brown

notes that there are very few incidences of violence towards tourists and
that the few that occurred were unfortunate. As a result of some of the
more aggressive crimes, John Brown instigated the establishment of the
Tourist Victim Support.

This organisation is supported by the Irish

government and was established to aid the tourist victims of crime in
Ireland:
TTie victim support group did enormous work with the Italian boy,

Guido Nasi, who was badly injured in Dublin after he confronted a
boy over the disappearance of his wallet The group went to the Lord
Mayor of Dublin and asked if he would help to establish a fund.
They have raised €150,000 for him, and as a result of this the Lord
Mayor of Nasi’s home town of Turin was so impressed that he
decided to do the same and matched the money. As a result of this
funding. Nasi was taken to a special clinic in Switzerland for further
treatment and now is able to hold his head without support which
he was not able to do previously. The Victim Support Group is now
working with his mother to get a settlement from the Irish
government.

The Nasi family now feels more positive towards

Ireland as a result of all the help and support that they have
received and Nasi has been back to Ireland, and appeared on the
Tate Late Show ’ on RTE One
John Brown,
Senior Public Relations Officer, Bord Failte.
The Victim Support Group has been very successful and Ireland was the
second country to set up such a group. This group has been very helpful
towards victims and has secured new passports and airline tickets along
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with cash to help them to survive the crisis. The Victim Support Group
has received much acclaim from tourists who have been the victims of
crime in Ireland and have received much correspondence of thanks and
praise. Many tourists have reported that they were not adversely affected
by the incidents as they received such support and help from this
organisation.

4.7 The Foot and Mouth Crisis

The Foot and Mouth crisis of spring, 2001, had serious implications for
the tourism industiy in Ireland, even though the crisis occurred before
the main tourist season began. According to Professor Raftery, Secretary
of the Fota Trust, if Foot and Mouth had occurred during the summer
months, the tourism industry would have been immediately decimated.
After a period of strong sustained growth in the market place over the
preceding years, the Irish tourism industiy suddenly experienced many
cancellations; the unavoidable result of Ireland, as a destination,
essentially having shut down.

When the Foot and Mouth epidemic

struck in Britain, the Department of Agriculture in Ireland under the
Minister Joe Walsh, became very concerned with the implications for
Ireland.

The Department of Agriculture was aware that livestock had recently
entered the country from Northern Ireland and Britain, and had been
transferred throughout Ireland. There was no way of accurately locating
the ultimate destination of this stock, and, correspondingly, no way of
knowing where an outbreak of Foot and Mouth might occur.

As there

was a major concern in the Department of Agriculture as to where the
Foot and Mouth might appear, they took drastic action and shut down
all amenities while cancelling most public gatherings.

The Saint
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Patrick’s Day Parade of 2001 was among the cancellations. This study
has found that, initially, the main focus of the crisis was agriculture with
no reference to tourism.

Senator Brendan Ryan notes that the

Department of Agriculture is "living in a time warp” and still considers
agriculture to be the only export that Ireland has:

I am absolutely convinced that, whenever anything happens to
agriculture, the Department and the Minister of Agriculture assumes
that it is a national crisis and immediately declares a state of
emergency. Looking back now, and given that there was only one
outbreak,

it

is

questionable

whether

the

response

was

disproportionate to the threat The resources of the state, and the
goodwill of everybody, were exploited
Senator Brendan Ryan.
According to Tony Linehan of CERT, the Foot and Mouth crisis
highlighted how fickle the tourism industry was, and that extraneous
circumstances can change the situation over night. Linehan states that,
until the point of the outbreak of Foot and Mouth, the tourism industry
had been experiencing enormous growth in the market place, and could
not have anticipated the sudden onset of such injurious circumstances:

I think that the industry got a hell of a shock from the Foot and
Mouth crisis.

That period was a huge wake up call.

The critical

thing is that the whole crisis highlighted how fickle the industry
actually is.

It shows that tourism as a business is very hard to

predict and has a very short life-cycle. The industry was forced to
realise this.

We are an island after all.

We haven't a God given

right to tourists, and overnight we can be affected by things that we
cannot control. The main problem with the Foot and Mouth is that we
didn't have a contingency plan. We didn't have a plan to counteract
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the actions of the Department of Agriculture. Something else could
have been done instead of closing Mucross Park in Killamey.

I

definitely think that other measures could have been taken. Closing
Killamey was a drastic measure. Killamey was under lock and key
and Killamey is one of our biggest tourist attractions. Nobody has
actually evaluated whether those measures did anything to stop the
spread of Foot and Mouth, but nobody had any alternative. At the
time we were under the total control of the Department of
Agriculture.

The problem at the time was that there was no

response from the tourism industry, and they took their cues from
the agricultural industry.

The agriculture industry had to take

drastic measures, but that did not necessarily mean that the tourist
industry had to do the same. In saying that, the tourist industry at
the time did not come up with any alternatives. What has been
learned is that the tourist industry must have a plan in place for
times of crisis
Tony Linehan,
Director of Training and international projects, CERT.
Dan Boyle, T.D., supports Tony Linehan and states that in terms of GDP
(gross Domestic Product), and GNP (gross national product), agriculture
is declining and tourism is increasing. Boyle notes that the Minister of
Agriculture was allowed to determine the policy regarding the whole
crisis, and thus determined the fate of the tourism industry to an
unacceptable extent.

According to Paul O’Toole of Tourism Ireland

Limited, there was an insufficient understanding of the potential
collateral damage to tourism after the outbreak of Foot and Mouth.
O’Toole notes that the tourism industry was totedly unprepared for the
situation and supported the decisions of the Department of Agriculture
in order to limit the associated damages to the food and catering
industry.

Consequently, the tourism industry supported the actions of
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the Department of Agriculture without making realistic projections as to
what the eventual outcome for tourismi would be.

According to Paul O’Toole, the symbolism of cancelling the Saint Patrick’s
Day Parade was devastating.

O Toole is emphatic that this should not

have happened and states that, as a result of this cancellation, the over
riding perception was one of an island rife with disease, OToole further
states that it took the tourism industry six to eight weeks to appreciate
the intensity of the crisis, which manifested itself most keenly in the
cancellation of the parade.

The present Minister for Tourism, John

ODonoghue, believes that Joe Walsh T.D., who was the Minister for
A.griculture at the time of the crisis, did everything in his power that was
necessary to control the crisis, but Minister O’Donoghue regrets that
Ireland is still struggling to regain its previous position in the market
place as a result of the cancelling of the Saint Patrick’s Day Parade:

It was necessary for Joe Walsh to do what he did in relation to Foot
and Mouth crisis for the most part, but quite frankly I thought that it
was over the top to cancel the St Patrick's Day parade. The
cancelling of the parade had a devastating effect on the tourism
market internationally and, in particular, in the United States, where
it sent out a very bad vibe. It was expressed to me by all of the
leading tour operators last week when I was in America that it was
a mortal blow to the industry in 2001 and on into 2002. The tour
operators want to get away from it and all associations with it as
quickly as possible and they never want to let it happen again
John O’Donoghue T.D.,
Minister for Arts, Sport and Tourism.

Paul OToole concurs with Minister O’Donoghue, and states that the
symbolism of closing the Saint Patrick’s Day festival was damaging
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beyond comprehension. OToole further states that, at the time that this
decision was taken, its implications and adverse effects were not fully
understood.

Although

Minister

OTDonoghue

believes

that

the

government did take a co-ordinated approach to the Foot and Mouth
crisis, he is emphatic that the cancelling of the Saint Patrick’s Parade did
nothing to advance the cause of keeping Foot and Mouth out of Ireland.
The Minister further notes that, in his current position as Minister for
Tourism, should Ireland be unfortunate enough to have another re
occurrence of Foot and Mouth, he would oppose such an action
immediately.

John Power, Chief Executive of the Hotels Federation, states that the
restrictions were too excessive and if an outbreak were to occur again
proper procedures would have to be put in place immediately.

This

study has found that an expert group was set up during the Foot and
Mouth crisis under the chairmanship of a professor at Trinity College,
Dublin. The purpose of this group was to identify and evaluate high risk
areas.

Once it established what constituted high risk and what

constituted low risk during an outbreak, the high risk areas should then
face closure while the low risk areas could remain open.

John Power

states that, if this group had been appointed ad hoc during the foot and
mouth crisis, then many places could have remained open during the
crisis of 2001:

The Cliffs of Moher for example would be a low risk area, and
you certainly wouldn 't see a sheep in Dublin Castle
John Power,
Chief Executive, Hotels Federation.
Power further states that the cancelling of the Saint Patrick’s Day Parade
had a very serious negative impact, particularly in relation to the United
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States market.

Although Power acknowledges that the hotel industry

suffered the grave economic impact of the cancellation, his own belief is
that there was no other alternative at the time. According to Power, the
decision in relation to the parade had to be made by the 1 March, 2001,
and there was only a short window of time in which this decision could
be made:

All decisions are difficult to make and the decision in relation to the
Saint Patrick’s Day Parade was one of the most difficult that the
government ever had to make.

In hindsight it is easy to be

knowledgeable but the reality of that decision was that it had to be
made in an instant. There was much controversy, but I believe that
it was the right decision at a particular period of time, and one that I
would not have changed even though I now know the consequences.
I think that the decision actually focused the country on the crisis at
hand and it made people realise that they were dealing with a very
serious issue. At the time we had the very damaging revelation that
the French had a suspected case of Foot and Mouth disease and it
was reported that the suspected animal came from Ireland. This
was a much more damaging news report than the cancelling of the
parade
John Power,
Chief Executive, Hotels Federation.
According to the findings of this study, once the news entered the media
that the case of Foot and Mouth in France was thought to be as a result
of an animal imported from Ireland, there was an immediate focus on the
safety of food. As a result, the American markets took immediate action
and there was an instant ban on food imports to the United States of
America, as it was believed that European food was contaminated. This
had a major impact on the tourist industry in Ireland because the
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Americans now feared that it was not safe to consume Irish food while on
an Irish holiday. According to Professor Rafteiy, the disease in America
is called 'Hoof and Mouth’; when the Americans heard the term Foot and
Mouth, they understood it to designate a different form of the disease,
and one which was contagious to humans. Consequently, Americans
considered that it was possible for humans to contract the disease.
Power concurs with Raftery and states that it was most difficult to convey
to the Americans, at the time, that the disease was not contagious to
humans and that Irish food was totally safe.

According to Power, Ireland, in point of fact, had only one outbreak of
Foot and Mouth disease; the main problem was that the majority of the
American market did not distinguish between the Republic of Ireland, the
North of Ireland, and in some cases, Britain. Power states that, at the
time of the crisis, both the then Minister for Tourism, Jim McDaid, and
Tourism Ireland Limited, strove to counteract all the adverse publicity by
devising marketing campaigns to correct the distorted image. According
to Power, it was very difficult to counteract the images of ‘burning pyres
of carcasses’, and to emphasize the distinction betw^een Ireland, Britain,
and Northern Ireland.

Michael Newcombe, Manager with the Four

Seasons Hotel, supports the view of John Power and notes that it was a
very difficult time for Ireland as the British media carried images of
burning carcasses on every piece of news footage and these were
eventually, and repeatedly, relayed world wide:

It was a very difficult time for the tourist industry in Ireland and I
think that I could not criticise Tourism Ireland for not getting a hold
on the media frenzy that was taking place, or stopping what seemed
like a runaway train. The perception worldwide was that Ireland
and Britain were one and at the time it seemed almost impossible to
dispel this image. The tourism industry in Ireland was up against
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the strength of the UK media, the UK papers, and there is such a
proliferation of them, and they have immense power
Michael Newcombe,
Hotel Manager, Four Seasons.
Michael Newcombe believes that Ireland handled the crisis very well in
comparison to Britain.

According to Newcombe,

the Irish were

passionate about managing the crisis in a proper manner and as a result
strict codes were adhered to.

Newcombe supports the government’s

actions and states that, if the crisis had spun out of control, the
repercussions would have been far worse than they were.

Newcombe

acknowledges that the hotel industry did suffer in the short term, but
recognises that, if the crisis had accelerated, many other indirectly
related tourists’ enterprises could have suffered indefinitely, and might
not have recovered at all. Newcombe is convinced that, in defending the
agriculture product at the time of the crisis, all other industries fell into
place and this included the tourism industry.

According to John Brown of Bord Failte, the tourism industry in Ireland
gave the Department of Agriculture 100% support in all decisions.
Brown is adamant that the government took correct actions in all
decisions including the cancelling of the Saint Patrick’s parade of 2001.
Brown realises that the industry was damaged by the decisions, and that
the drastic restrictions undermined the industry at the time. According
to Brown, the government did not issue any funds to those who were
affected by the cancellations of bookings. Professor Raftery believes that
this was not a just end to the crisis as those who suffered losses in
agriculture were compensated, whereas business in tourism received no
aid.

172

It can be argued that the industry did receive some funding indirectly in
the form of reassurance campaigns. In order to dilute the terrible image
and the misguided perceptions that Ireland was rife with the disease, this
study can state that the government did embark on reassurance
campaigns. According to Brown these campaigns were successful. The
reassurance marketing campaigns took the form of advertisements in all
of the main markets. The target of these advertisements was to portray
an image of Ireland that was disease free, where the food was safe for
human consumption.

According to Brown, American actors, such as

Martin Sheehan, did reassurance campaigns free, in order to promote
Ireland as a safe destination. These personal endorsements worked very
well, especially in the American Markets, as the Americans have high
regard for such people and, correspondingly, respect their opinions and
views.

According to Paul OToole of Tourism Ireland Limited, the

reassurance campaigns were set up in order to deal with the adverse
issues and there was also a substantial body of information placed on all
related websites to target operators, travel agencies, and consumers.
This study has found that the reassurance campaigns were successful,
and that the industry was recovering slowly prior to September 11, 2001:

The industry and the state agencies, working with government
money, did an excellent job in trying to reassure everybody, from
home holidays, to Americans, and everybody else in the market
The proof that Ireland had recovered was that, on September 10,
2001, Martin Connolly of Bord Fdilte, went to Galway to a tourism
conference and showed conclusively that we had turned the comer
and that the tourism industry was back on target after the Foot and
Mouth crisis
John Brown,
Senior Public Relations Officer, Bord Failte.
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According to John Brown, there was a great deal of exaggeration during
the whole period. Brown states that, even though many people did suffer
as a result of the Foot and Mouth crisis with visitor numbers down by
5%, the media and the tourism industry made exaggerated remarks.
Brown further notes that, although tourist numbers were down, tourist
revenue was up by 8%.

Brown relays that the industry is constantly

complaining and generally looking for a reason to complain:

For all the years that I have been in Bord Fdilte, there is
exaggeration; for example, we get a bit of rain, and it is stated that
the season is a washout; everything is a disaster. People are just
interested in getting handouts and will use any excuse to try to get
them. Also it depends on who you talk to in the industry: everybody
seems to have a different opinion, and a different viewpoint.

It

seems that, for some people, 2001 was a good year as spending
was actually up
John Brown,
Senior Public Relations Officer, Bord Failte.
According to John Power of the Hotels Federation, the figures that were
given for the first quarter of 2001 were not relevant to the whole crisis.
The figures given by the central statistics office stated the visitor
numbers were down by only 2.4%, but Power relays that the first quarter
refers only to the period to the end of March and the Foot and Mouth
crisis did not manifest itself until the 28 Februaiy, when Ireland had its
first case.

Power further states that, at this point, many American

tourists were committed to travelling and, consequently, proceeded with
their plans.

According to Power the main collapse was in the second

quarter. Paul OToole of Tourism Ireland Limited supports the theory of
Power and states that the figures for the first quarter of 2001 were issued
before the Foot and Mouth crisis began, and that the impact of the crisis
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would not have been evaluated and relayed until March and April of
2001. According to O’Toole, 2001 was not such a bad year as only 3.4%
of visitors were lost during what is considered to have been one of the
worst years for the tourism industry in recent times:

The impact of the Foot and Mouth crisis wouldn’t have been felt in
the first quarter of 2001. If you look at the year, having started very
well there was a wallop in the second quarter and a substantial
recovery up until September 11 when unfortunately it got walloped
again. Over the year, Ireland had a very creditable performance in
what was considered to have been a very difficult trading year
Paul OToole,
Chief Executive, Tourism Ireland Limited.
Professor Raftery, Secretary of the Fota Trust, states that the impact of
the Foot and Mouth crisis was short lived, and, as soon as the
restrictions were lifted, the business at Fota returned to normal.
According to Rafteiy, 2001 was a phenomenal year for Fota and visitor
numbers were up by 46,000 on the previous year. Raftery attributes this
success, in the midst of all the adversity, to the spin off from the
television coverage of the Murphy’s Irish Open where commentators
frequently referred to giraffes looking over the fence at the golf. Raftery
claims that the power of television is immeasurable and that it sustained
Fota throughout a very unpredictable year for Irish tourism. At variance
with the usual pattern in the tourist industry, Raftery also attributes the
high admission numbers at Fota to the bad weather during the summer
of 2001. This is an interesting finding, as most related research on the
impact of weather on the tourist industry in Ireland, ascertains that the
industry can attribute success and profits to fine long summer evenings.
According to Raftery, families constantly need an outlet for leisure and
relaxation and if the weather is not suitable for going to the beach they
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look for alternative, for retreat and entertainment.

The Wild-Life Park

and arboretum at Fota fit this categoiy admirably, and, on average, Fota
attracts 400,000 visitors a year.

According to the findings of this study, the tourism industry did suffer in
the short term as a result of the Foot and Mouth crisis, but it is
considered that it was short lived and exaggerated.

According to Tony

Linehan of CERT, the main issue with the crisis was that the tourist
industry, initially, did not have a contingency plan, and was totally taken
off guard.

Accordingly, the industry was left open and, at the onset of

the problem could not adequately harness either the momentum or the
strength to address the issues at hand effectively. This study can state
that, as a direct result of the Foot and Mouth crisis, the tourism industry
now has a strategic plan in place should such a calamity strike again.
This strategic plan will furnish the immediate efficacy and power
necessary to allow the industry to deal with the various decisions and
problems that may arise in any such future and unpredictable
circumstance.

4.8

September 11, 2001

Expect the unexpected
Mark Mortell,
Former Chairman Bord Failte.
The tragic events of September 11, 2001, were among the worst atrocities
to ever occur in the United States of America, when thousands of
Americans lost their lives in the attacks on the Twin Towers in New York
and on the Pentagon in Washington.

According to John Power of the

Hotels Federation, the impact of these attacks was far reaching and had
serious implications for American confidence, as it was the first time that
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America had been attacked at home.

The attack on America had

devastating repercussions for the tourist industry world-wide, and,
correspondingly, Irish tourism did not escape:

TTie terrorists’ attacks in America, on September 11, were the worst
events ever to hit the global tourist industry and a very serious blow
for Ireland. The tourist industry is still trying to come to terms with
it and it will take some time for the whole crisis to stabilise,
especially with American confidence at a whole new low level
Laughlin Rigby,
Brand Co-ordinator, Tourism Ireland Limited.
According to Michael Newcombe of the Four Seasons Hotel, the sustained
impact of the terrorist’s attacks will be far greater than that of the Gulf
War in 1991. Newcombe states that the Gulf War of 1991 had a serious
negative effect on the global economy and, consequently, the world
tourist industry suffered major set backs.

Newcombe believes that, as

the threat of war in the Middle-East looms, it wiU take a substantial
amount of time for stability to return to world economics, travel, and
tourism. Newcombe remains confident that the speed of the resolution of
the crisis in Iraq can be directly correlated to the length of the
anticipated recovery process.

Anna Woods, Sales and Marketing

Manager with the Conrad Hotel in Dublin, concurs and states that the
hotel industry is very concerned about the impact of the war in Iraq on
the American market.

The Conrad Hotel is a sponsor of the American

Chamber of Commerce and had aggressively marketed itself as a popular
hotel for US tourists. According to Woods, the American market is still
in decline after September 11 and will get progressively worse if
preparations for war continue in Iraq; in response to this slow-down, the
hotel is offering a €20 reduction on corporate room rates for an indefinite
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period (in Friemann, 2003:7). John Power of the Hotels Federation states
that:

As long as George Bush keeps talking about war in Iraq and
continues to rally up the troops, people will have sustained fears
about travelling abroad
John Power,
Hotels Federation of Ireland.
Mark Mortell, former chairman of Bord Failte, concurs with Newcombe
and states that, if the tourism industry were to look to the past for
direction, it would recognise that the return to normal trading conditions
will most likely be both prolonged and ponderous.

Fiona Ryan, of

Tourism Ireland Limited, believes that, psychologically, Americans were
afraid to fly after September 11 and, more importantly, they do not feel
comfortable with separation from their families. Coupled with these
emotional factors, the State Department in America is advising citizens
not to travel abroad in case of another attack on America. Americans are
also conscious that they are exposed while travelling abroad on account
of their nationality and that safety, even if only at a limited level, is best
assured in their native land:

Consumer confidence in international travel is returning very slowly.
It is a very slow process trying to build it up again.

Unfortunately,

confidence is a very fragile thing and once it is lost, for whatever
reason, it takes a lot of coaxing and confidence building to return to
any form of normality.
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TTie Americans will have to feel comfortable at home again before they
will venture abroad and that includes travelling to Ireland, which,
internationally, would be considered a safe destination
Public Relations
Ireland Limited.

Fiona Ryan,
Specialists and Corporate

Manager,

Tourism

John Brown of Bord Failte, while accepting the profound impact of the
tragic events of September 11 on Irish tourism, considers that Ireland is
well acquainted with the negative force relating to terrorist activity.
Brown would consider that the troubles in Northern Ireland, from the
early 1970s onwards, have had an even more sustained impact on the
perception of Ireland as a destination. Brown states that, although it will
take some time for the American market to return to full strength after
September 11, 2001, inevitably, consumer confidence will return.

Paul

O Toole of Tourism Ireland Limited considers that the situation in
America is only a "blip’, and will only be short lived. Michael Newcombe
supports OToole and states that air travel continues unabated, even
though, amidst the profound depth of emotion surrounding September
11, he could never imagine anybody using air transport again:

I have learned that things come back pretty quickly again. After the
depth of emotion of September 11, I didn’t think that anyone would
ever fly again.
happened.

Now we are all back on planes as if nothing ever

This has amazed me.

It is almost impossible to get a

transatlantic seat now
Michael Newcombe,
Hotel Manager, Four Seasons.
Paul O Toole believes that the long term outlook for the American market
is a good one.

According to OToole, Tourism Ireland Limited is
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committed to the continuation of promotion in the American market as
this market is vital to the Irish tourist industry. John Brown states that
the events of September 11 exemplified the volatility of the tourist market
and notes that, irrespective of the amount of funds invested in the
international marketing of Ireland, extraneous events can occur that are
totally outside of the controllable

environment of any marketing

campaign. Marketers have to be prepared to deal with these unforeseen
circumstances as and when they arise.

Mark Mortell supports Brown

and notes that, in any industry, it is vital to be prepared for any
eventuality:

The Irish tourism industry will have to be prepared to expect the
unexpected and try to anticipate what is going to happen next
Mark Mortell,
Former chairman, Bord Failte.
According to Mark Mortell, the atrocities of September 11, 2001, had a
devastating impact on the aviation industry.

Mortell relays that the

aviation industry suffered considerable losses as many people cancelled
their plans to travel.

John Power of the Hotels Federation states that,

after September 11, the number of airline seats on many carriers was
radically reduced. According to Power, prior to the American tragedies,
there were 24,500 thousand seats available on transatlantic flights. Post
September 11 this has been reduced to 19,600.

Power further states

that in the past, there has been a lot of conflict between the tourist
industry and the airline industry on the issue of difficulties surrounding
the commercial realities impinging on access.

Power states that

consumer confidence does respond to pricing stimulation and that, when
activity was at low ebb after the events on September 11 2001, people
were enticed to travel by a drastic reduction in transatlantic airfares by
Aer Lingus. Mark Mortell concurs with Power and confirms that, during
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the crisis, Aer Lingus did reduce their fares and, consequently, filled
their seats.

This finding is an important one because it shows that

consumers are price sensitive and will respond to reductions, even in the
face of adverse and negative counter-indications:

The airlines used the crisis as an opportunity to reduce the number
of seats and increase their yields. This actually suited them. The
airline industry would be a lot more profitable if it could carry less
people in the higher fare category than carrying more people in the
low fare category.

This situation isn't of benefit to the tourism

industry. After September 11, 2001, consumers responded to price
reduction, but these offers by the airlines were only short lived.
There is balance that has to be achieved if the tourism industry in
Ireland is to prosper in the future
John Power,
Hotels Federation of Ireland.
John Brown of Bord Failte states that many tourists are frustrated as
there is not enough access to Ireland.
resulting in a high load factor.

Capacity on airlines is reduced

Fiona Ryan of Tourism Ireland Limited

supports the argument and notes that the load factor on international
routes after September 11, 2001 was down by 20%. According to Brown,
the control lies with the airlines and whether they are happy with load
and profit factors. The redevelopment of the routes is at the discretion of
the airlines.

The Minister for Tourism, John O’Donoghue, states that

access is a vital issue for Irish tourism and its ultimate development in
the long term:

Although access is the responsibility of the Minister for Transport
and the function of that department, it certainly impacts greatly on
the department of Tourism. Between the 1 July and the middle of
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August 2002 season, it was impossible to get a seat on a flight from
America to Ireland, and vice versa. The reason was that there was
no capacity available. During the month of September 2002, the
situation loosened out. There has to be a fundamental reappraisal
of our whole access situation. That will be part of the new review
that I have just commissioned to look at the Irish tourism industry.
When I was in America at the end of October 2002, I had a number
of conversations with a number of airlines about adding more routes
in order to improve access. The Baltimore/Ireland route has been
reinstated by Aer lingus, and I anticipate that we should have some
success with US airlines and other airlines as well.

At the end of

the day that will help the American market, which I anticipate will
not be down by as much as people thought it, would be. What we
need urgently at Dublin Airport is a quick turn around facility in
order to facilitate visitors coming in from the continent.
Our share of the continental market is not adequate and this is as a
result of the fact that we do not have enough cheap access. This
will continue to be a major handicap in trying to attract business
from the continent in the future, unless it can be rectified
immediately.

I met Michael O'Leary of Ryanair to discuss the

options of improving access. Mr. O'Leary is of the opinion that, if
there were to be a quick turn around facility that Ryanair could use,
he believes that his company would increase the number of visitors
coming into Ireland in any given year by more than a million. I don't
know whether he is correct, but I do know that we cannot have a
situation where we build a facility for just one airline. This facility
would have to be open to other airlines also, and there would have
to be a tendering process. This will be a very important point, as we
cannot have a monopoly situation.
Ryanair is a tremendous success.

There is no doubt but that
It has to be admired.

I will
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encourage Michael O'Leary in every way, because I believe that he
is great for the country, but we will have to leave the way open for
other low cost airlines to come into Ireland as well
John O’Donoghue T.D.,
Minister for Arts, Sport and Tourism.
According to Dan Boyle, Green Party T.D., the future of Irish tourism is
in continental Europe.

Boyle states that the shortfall in the American

market during the crisis of September 11 was met by visitors from the
continent.

Boyle believes that with euro-zone, tourists will feel more

positive travelling to Ireland, as the euro removes the added costs of
currency exchange and all other associated costs.

Boyle believes that

Tourism Ireland Limited would not be as happy with increases in
continental travellers and would far rather that the majority of travellers
came from America as that is where the added value is to be found.
According to Boyle, the spending power of the Americans is far greater
than that of their continental counterparts, resulting in a higher turnover
for the tourism industry. Friemann (2003) supports the theory proposed
by Boyle and states that, although the US market accounts for 14% of
the total visitor numbers to Ireland, the American market generates 23%
of the industry’s revenue: hence making the Americans the highest
spending visitors to Ireland.

According to Senator Brendan Ryan, the tourism industry in Ireland
“took the American market for granted”.

Ryan states that the tourism

industry was too concerned with ‘paddywhackery’ and trying to bundle
the Americans into ‘package tours’. Senator Ryan notes that Ireland can
be accused of delivering “loads of bewildered American tourists into a
large scale theme park and encouraging them to off-load as much money
as possible”. Ryan also believes that the days of the package Irish tours
are over and that these tours will find it very difficult to recover from the
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effects of September 11. Friemann (2003) concurs with Ryan and states
that the US tourist market has effectively collapsed.

4.S.1 Surviving the Loss of American Tourists

According to John Brown of Bord Failte, the British market was the
salvation of the Irish tourism industry for 2002. Brown states that, after
the Foot and Mouth crisis, the British market declined by 2%, but
subsequently increased to

10%, which is a very strong recovery.

Laughlin Rigby of Tourism Ireland Limited concurs with Brown and
states that:

Th-e year 2002 was another great year for British visitors and
numbers are up again after the dip in 2001. Britain is our biggest
market and it is still a growth market The marketing campaign in
Britain, which was initially quite strategic, is now more tactical, and
is more 'offer' led than that of trying to build the brand. This is the
format that we had to take after the 2001 disasters.

We are

building the global brand in the long term, and this is an on-going
process.

The 'city breaks' campaign is a very strong area for

tourism, and a growing market. This has been quite responsive to
the marketing strategies. The British market is a very big one, so it
is an obvious target market for Ireland
Laughlin Rigby,
Brand Co-ordinator, Tourism Ireland Limited.
According to Fiona Ryan of Tourism Ireland Limited, Britain still has
major development prospects and is Ireland’s largest tourism market.
Ryan states that Tourism Ireland Limited has over €1.5 million of its own
budget and that has enabled the company to extend the advertising
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programme. The marketing campaign will use various media strategies
in order to secure and win business:

Tourism Ireland Limited intends to use various media strategies to
win business.

These will include direct response, television, and

tactical advertising in the travel sections of the Sunday newspapers
in gate-way feeder cities. Tourism Ireland is pursuing a very tactical
campaign. It's a very pro-active and tactical approach and it will
have to be done in this manner in order to survive
Fiona Ryan,
Public Relations Specialists and Corporate Manager, Tourism
Ireland Limited.
Paul O Toole of Tourism Ireland expects that tourists from Great Britain
will grow in the year 2003 and beyond.

According to OToole, early

indications from the British market are good and are a little ahead of
previous years.

OToole states that the tourism year of 2002 was as

difficult as 2001 and that the future holds many challenges for Tourism
Ireland.

John Power, Chief Executive of the Hotels Federation, states

that the British market can be sluggish at times. The British market was
extremely difficult during the World Cup of 2002.

Paul O Toole of Tourism Ireland Limited believes that the target markets
that are in existence will not change fundamentally.

The top seven

markets on which Ireland has its priority focus deliver 90% of the
tourism business; these markets are Great Britain, North America,
Germany, France, Italy, Holland and Australia.

According to Mark

Mortell, formerly of Bord Failte, the North American market is still loyal
to Ireland and will not disappear, and he also believes that the British
market is a good one for Ireland as it delivers 50% of the visitors to
Ireland each year.
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John Power notes that the hotel industry in Ireland is suffering
tremendous losses after September 11 2001, and that the prospects of
recovery will be further regressed with the threat of war in Iraq.

Power

believes that it is vital for Irish tourism to be in a position to offer the
American market a good choice of five star hotels, and states that many
Americans are attracted to Ireland as a destination because it can offer
hotels such as the Westin, or the Four Seasons in Dublin, which are
chains that they recognise.

Power believes that many travellers visit Dublin as an ‘add on’ to their
European trip, because Dublin can offer the accommodation facilities
that they require.

Michael Newcombe, manager of the Four Seasons in

Dublin, concurs with Power, and states that the hotel chain has many
clients that will undertake a European trip involving a stay at all of the
Four Season hotels; in many cases, this trip will include a visit to Dublin.
Newcombe further states that this type of tourist is vital to the Irish
market, as they have considerable spending power and contribute to the
overall revenue.

Mark Mortell concurs with Newcombe and states that,

in general, travellers are much wealthier now than before. According to
Mortell, they are also more selfish and self-contained and have greater
expectations and demands.

Mortell believes that, if this trend were to

continue, the demands for five star hotels would further increase.

Fully independent travellers, or FFTs, from the US, are the Holy Grail
for five-star-hotels because they typically travel first-class, and stay
in the top hotels for seven or eight day stretches (Friemann, 2001:7)

According to Friemann (2003), as a result of the previous disasters and
the looming war in Iraq, the fully independent travellers are in decline at
the present time, resulting in considerable damage to profit margins.
Friemann further states that in Dublin the decrease in the FITs from the
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US is exacerbated by the increased competition at the top-end of the
market with the arrival of the Westin and the Four Seasons hotels. The
combination of these hotels has delivered 500 extra rooms into the
market place.

Friemann relays that, as a result of these factors, the

pressured reaction in the market place is to reduce the prices. According
to Friemann, Dromoland and Ashford Castles cut their prices by 50% as
a result of September 11, 2001, and will have no other choice but to
repeat the process if there is war in Iraq.

Tony Linehan of CERT believes that it is a necessary marketing strategy
to reduce prices, but that the long term consequence could be
devastating:

The problem for the industry is that, when performance is good, it
meant an increase in the price range of 300%. The reduction in price
was a very good marketing strategy and it was the right thing to do
at the time of the crisis, but it did damage the industry. People
suddenly realised that they had paid three times that amount on
previous occasions when conditions were normal. Consequently, the
public perception was that they were taken for a ride in the past.
People considered that they were used when times were bad, and
abused when times were good. The price cuts were for survival. I
think that it was a knee jerk reaction in many ways and a lot of it
was to do with a make or break situation. It was encouraged by the
industry, because at least it kept people in jobs. It was a thin line
between the realities of whether they were losing money or whether
they were offering their service and facilities at such a reduced rate
that the quality of service inevitably suffered. Certainly, I know of
instances where the hotel would have been better off closing down,
because the prices were such that they created a precedent for
future situations. The prices were so low that service, quality and
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hygiene had to be compromised.

The consumer did not complain

because they were getting their accommodation at such a low price,
and therefore there was no monitoring of the situation. They would
have been better off closing. It is that sort of reflective and mature
attitude that is needed if it were to happen again
Tony Linehan,
Director of Training and international projects, CERT.
Tony Linehan believes that the domestic market is an important one for
Irish tourism. According to Linehan, the domestic market was targeted
after the Foot and Mouth crisis and the industry benefited as a result.
Linehan notes that if a sim.ilar plan had been in place during the Foot
and Mouth crisis, “the blinds would not have been pulled on tourism”.
According to Michael Newcombe of the Four Seasons hotel, the domestic
market was a very beneficial one for the industry during 2001.
According to Newcombe many people did not embark on international
travel and holidayed at home.

Newcombe states that many tourists

travelled from the North of Ireland, particularly from Belfast. As sterling
is strong, this consumer grouping is a good target market for the south.
Newcombe believes that this market wiU hold for a substantial period
because of the strength of sterling and this will be of major benefit to
Irish tourism.

Cork is also a good feeder market for Dublin, as many people are taking
more weekend breaks and fewer holidays abroad.

Newcombe further

states that, even though the domestic market has helped the depleted
situation, it still cannot fully compensate for the dramatic losses in
revenue experienced by the Four Seasons hotel as a result of September
11 and the uncertain situation in Iraq. Newcombe states that the Four
Seasons hotel has 259 bedrooms, and it is veiy difficult to replace the
corporate business traveller. According to Newcombe, once the financial
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markets are affected, the budgets used by the business traveller are
shrunk, and many put off the trip for an indefinite period of time.
Newcombe believes that the short-term outlook for Irish tourism has to
be the strategic targeting of the British and European market. The Four
Seasons hotel group is aggressively target marketing Britain, Germany
and France, and has just deployed an extra person in Britain to further
boost sales there.

Access is also a major advantage for the active

targeting of the British market as there are numerous flights daily
between Britain and Ireland. The Four Seasons would consider that the
US market will have to be a more long-term project for now, until the
current unrest settles and American consumer confidence returns.

John Power of the Hotels Federation v/ould not advocate any form of
price discounting as he believes that it is impossible to return to original
price levels.

According to Power, nobody stands to gain from such

activity as the industry margins are too tight and standards cannot be
sustained in the long-term.

This situation is detrimental to the whole

industry and Power believes that the industry would be better off it were
to follow the guidelines issued by the Hotels Federation.

These

guidelines include cutting expenditure and better cash flow management.
Power suggests that it would be a far better idea to offer clients an added
value situation instead of a price discount; i.e., clients who stay for a
week could be offered a free weekend break at a quieter time of the year.
According to Power this has many benefits: the hotel does not have to
reduce its prices and, therefore, will not have to increase prices at a later
stage;

also, the consumer has a positive feeling as they are invited back

at a later stage for a free break. Power believes that this is the correct
way to progress during very difficult and pressured periods of time. This
study had found that, even though this type of added value is the
preferred solution offered by the Hotels Federation of Ireland to its
members, in practice this is not the solution currently used. According
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to Friemann, (2003), January 2003 was one of the worst months
experienced by the hotel industry in recent years, and the reaction of the
hotels has been to further reduce the rates on offer to clients in order to
adjust and cope with the current pressures. Friemann (2003) states that
the price discounting will prevail until there is some sort of resolution to
the Iraq situation and the Americans return to the market.

4.9 Northern Ireland
United we stand, divided we fall
John Power,
Chief Executive, Hotels Federation.
Tourism Ireland was set up under the auspices of the Good Friday
Agreement to jointly promote tourism in the Irish Republic and the
Northern Ireland. This new institution is designated and considered as a
marketing partnership for tourism. According to Fiona Rigby, of Tourism
Ireland Limited, this partnership will work effectively to promote Ireland
abroad as an entire island “for a strong voice with a co-ordinated
approach to marketing Ireland”.

According to John O’Donoghue,

Minister for Tourism, Tourism Ireland Limited is another step in the
peace process:

Tourism Ireland is predicated on the Good Friday agreement and the
implementation of the Good Friday agreement If the Good Friday
agreement fell apart then we would be into a new situation. As of
yet, we are not into that situation, and we don’t envisage that we
will be. The peace process is still in place, but it is unfortunate that
the assembly is down at the moment in Northern Ireland
John O’Donoghue T.D.,
Minister for Arts, Sport and Tourism.
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John Brown of Bord Faille states that the purpose of a cross-marketing
company is that it contributes an important part of the jigsaw for “total
peace in Ireland”.

According to Brown, if Ireland is to have long-term

peace into the future, then it is necessary to take “bold steps” and risks,
in order to enjoy further gain:

In marketing terms, there are dangers and there are risks, but this
whole business of finding peace in the North requires people to take
chances.

We believe that the tourism industry and the state bodies

made the correct decisions to go down the road together. Tourism
Ireland is a political decision under the Good Friday agreement and
we go along with it; the decision is supported by us all. There are
dangers, but, if we are going to have long term peace, people have to
put themselves in danger.

We are all looking forward to the day

that the North and the South will be in total harmony with regards to
tourism and that tour operators engaging in business will think of
Ireland in terms of 32 counties. If it doesn't work, changes will have
to be political. The politicians will always strive to move things
forwards rather than backwards. For every two steps forwards we
might have to take one back
John Brown,
Senior Public Relations Officer, Bord Faille.
The main challenge for Tourism Ireland Limited is that it will now have to
promote Ireland as an entire island. North and South, irrespective of any
adverse factors that might occur as a result of a continuation of violence.
Brown (200le) notes that the continuing violence in Northern Ireland
places grave doubts in the minds of travellers when they come to make a
decision on whether Ireland should be their holiday destination.
According to Underhill (2003), the 1998 Peace Accords, signed by the
major Protestant and Roman Catholic parties in Northern Ireland, were
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supposed to put an end to 30 years of religious and patriotic conflict.
Underhill further states that, although the sectarian bombings and the
shootings have abated, the killing continues and the peace process never
happened in the way that it was expected.

According to Michael Newcombe, manager of the Four Seasons Hotel,
marketing Ireland as an entire island abroad makes good sense from a
marketing perspective, as it helps budgets and strategic planning.
However, given that there is still considerable unrest within sections of
the community in the North, with many criminal acts involving violence
and murder, Newcombe finds it difficult to understand any enthusiasm
shown on the part of the South of Ireland to market its product jointly
with the North. John Power of the Hotels Federation believes that the
troubles in Northern Ireland will have the same impact on tourism,
irrespective of whether the North and South are marketed separately or
jointly. Power strongly believes that the industry will have a better
chance if the two sections are marketed together in the international
markets:

In selling Ireland internationally, I believe that it is the South that
one actually markets, because the North of Ireland only contributes
about one sixth of the total visitor numbers coming into Ireland. In
my opinion, the troubles are going to do the same damage to the
tourism industry if we are selling the country as an all-Ireland
destination, or, if we separate the North and the South. I think that
the bombing of Omagh did as much damage to the whole of Ireland
as it did to the North. The same principle applies to the stand-offs at
Dromcree and the marching seasons. These incidences always get
a lot of adverse publicity in the world media.

Unfortunately, I

believe that there is a level of violence everywhere throughout the
world. If you look at Spain, with the Basques, and the trouble that
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they cause, but still people are going to take some risks and holiday
there.

I don't think that the situation in the North of Ireland is

adversely affecting the tourism industry, it may be holding it back,
but, there is certainly no evidence of cancellations as a result of the
troubles
John Power,
Chief Executive, Hotels Federation.
One of the main difficulties facing Northern Ireland in terms of selling
itself as a holiday destination, according to Paul O’Toole of Tourism
Ireland, is that the troubles experienced there are immediately relayed by
the international media to a worldwide audience:

The reality is that you will see as many problems in Birmingham
and parts of Dublin as you do in Northern Ireland, but they are
fortunate enough that they don't have 100 media camped on their
door step, waiting with bated breath for a story. When you have an
incident, it undermines all the work that you have done; but like any
business, you have to pick yourself up, dust yourself down, and
start again. The evolution of the peace process is the only way
forward. Hopefully the peace process will get to the root of the
problem in Northern Ireland, and ultimately these problems will
disappear; that is the long term focus of Irish tourism and we in
Tourism Ireland therefore intend to keep playing our part. We try to
provide good information to consumers so that they can make the
correct distinction. In my opinion, people don't distinguish, and I
believe that there are visitors to this country who would not know if
Leitrim or Fermanagh are in the North or the South of Ireland.
Tourists see Ireland as a little dot on the left hand side of Europe,
and, unless they have their homework done, I don't believe that they
are aware of any trouble. We don't see that as being the particular
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issue. Our job is to help grow business to the island of Ireland and
support Northern Ireland to realise its potential.

That is what

Tourism Ireland Limited is about. We are putting a lot of effort into
both parts of the job, North and South, but the task gets undermined
with the negative publicity
Paul O’Toole,
Chief Executive, Tourism Ireland Limited.

O’Toole does not believe that the tourism industry in the South will be
compromised by that of the North, and states that, in terms of overall
tourists to Ireland, the South receives the majority of the business. Of
all the visitor numbers to Ireland, about 82% visit the South, 14% the
North, and only 4% spend at least one night in both the North and South
of Ireland.

According to O’Toole, the South of Ireland has the highest

percentage of the market and, even if the tourism industry in the North
were to succeed dramatically, it would never deflect from the market in
the South.

O Toole further states that the images of the civil unrest in

Ireland have been around for thirty years.

He further notes that, from

1997 through to the end of the year 2000, as a result of the joint co
operation between Bord Failte and the Northern Ireland Tourist Board,
the destination campaigns for Ireland were on an all-Ireland basis and
Irish tourism prospered.

OToole firmly asserts that the ability of

consumers to distinguish between the North and South of Ireland is
more limited than people actually believe. He states that it is the native
Irish that are most aware of the problems in the North of Ireland.
Minister CTDonoghue concurs with OToole and states that:

The tourism industry in Killamey alone is bigger perhaps than all of
the tourism industry in Northern Ireland; that is an historic fact. I
don't believe that the tourist industry in the South is going to be
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compromised by that of the North, because the facts of the matter
are that the tourism function is to market the entire island. I can't
see how there could be a compromising of the South by the North, or
the North by the South, when the entire island is being marketed by
the one body
John OTJonoghue T.D.,
Minister for Arts, Sport and Tourism.
Senator Brendan Ryan believes that the vast majority of visitors to
Ireland think that Ireland consists of only 26 counties, and that, in
general, people do not pick up on every thing that is delivered through
the media.

According to Ryan, very few Americans visit the North of

Ireland or places like Belfast, and, of those who actually visit, the trips
are purely political:

1 think the vast majority of tourists either come to Ireland to the 26
counties or stay away because of the troubles in the whole Island. I
believe that many are well informed enough to make up their own
minds. The Irish Americans, and the Irish in Britain, know their
Ireland well enough and they just stay away from the North. They
are well aware of the conflicts, and they also know there is no
trouble down south. I think Northern Ireland will lose out from the
marketing of Ireland as a whole, because I think it will mean less
emphasis on that part of Ireland or less perception of two different
destinations as a whole. The other problem for the tourism industry
in the north of Ireland is that there are no scheduled trans-Atlantic
flights into Belfast International Airport.

There are only some

chartered flights during the summer time, and these are just on a
haphazard basis. As there isn't a trans-Atlantic service into Belfast,
travellers are then relying on the trans-Atlantic service into
London/Heathrow and onwards to either Belfast or Dublin.

This
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immediately means that visitors will land in Dublin and if they have
any perception that there is trouble in the North, they will head
west, or south, or stay in Dublin.

It is my belief that Northern

Ireland will lose out on this, and will not be able to dramatically
increase visitor numbers until access is improved
Senator Brendan Ryan.
Senator Ryan states that Northern Ireland is a magnificent tourist
destination, with fantastic scenery and an excellent infrastructure of
roads. According to Ryan, the North had museums such as the Ulster
Folk Museum before the south had any similar venue.

Senator Ryan

also credits the north with salvaging a considerable part of the Irish
traditional music heritage, and states that much of it would have been
lost only for the exceptional work of the BBC in Northern Ireland. Ryan
believes that the North should look for a well informed traveller, and one
who is interested in the traditions of the North.

According to Ryan, Unionism is a very strange phenomenon, because
half of the time the Unionists would like to be Irish, and for the other
half, they only want to be British. Ryan states that the Unionists realise
that the only way to promote the North of Ireland is market it as an
entirely different entity to that of Britain.

Mark Mortell, former

chairman, Bord Failte, concurs with Ryan and states that:

The Ulstermen realised that it was better for tourism in the north of
Ireland if they cooperated with the south, as the benefits would be
considerable if there were to be a crisis
Mark Mortell,
Former chairman, Bord Failte.
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Senator Ryan believes that, in the long term, it will be beneficial for
Ireland to have a joint marketing programme, as it will ensure that the
marketing budget is large. Ryan also notes that, in real terms, the two
states are not too different from each other.

Ryan further asserts that

the majority of travellers who say that they are going to holiday in Ireland
are most likely to be travelling to Dublin or Killamey. “If you ask people
around the world: What is Irish tourism?’ They will say: TDublin and
Killamey”’. Senator Ryan’s theory is supported by Edwards (2002), who
states that 30% of all tourism revenues are captured by Dublin and its
hinterland.

According to John Brown of Bord Failte, tour operators from abroad are
still reluctant to direct tourists to the North of Ireland. Brown states that
of the twenty groups that come to Ireland during a season, only one
group would visit the North of Ireland. Brown further notes that the tour
operator would be very careful, and, mindful of the safety of that one
group, and would not hesitate to cancel the Northern excursion at any
point during the trip. Tony Linehan of CERT concurs with Brown, and
notes that many operators question whether the north will be available
as a destination in the coming years.

Linehan further states that the

north needs to be mindful not to “kill the goose that lays the golden egg”,
given that, although is has a product region smaller than Munster, the
North gets 50% of the funding for tourism.

John Brown states that the situation in the North is still quite
precarious, and notes that, if the south were to continue in a solo
capacity to market Ireland internationally, it might achieve greater
success. According to Brown, the troubles in the North of Ireland have
cost the tourism industry in the South billions in lost revenue over the
span of their existence. Brown believes that the North will be the main
beneficiary of the joint initiative, because the tourism industry in that
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sector was significantly handicapped in the past as a result of the
troubles.

Brown also believes that the next generation in Ireland will

reap the rewards of this present plan as he is confident that it will lead to
an end of the civil unrest that has crippled the country for years.
Professor Rafteiy believes that the violence will fade with time. According
to Professor Raftery, the business people in Northern Ireland believe that
there is a dramatic improvement in the situation in the North since the
Good Friday Agreement, resulting in a major revitalisation of building
and investment. Raftery believes that pooling the resources of both the
North and the South will be the foundation of a better Ireland. Senator
Brendan Ryan concurs and states that:

The truth is that the working class on the Shankill Road are among
the greatest drinkers of Guinness in the world and they wouldn't
want their Guinness to come from anywhere except Dublin, just as
people in the South see Bushmills whiskey as quintessentially Irish
and it is classified as such by the British
Senator Brendan Ryan.
Ryan believes that, inevitably, a true collaboration between the two
communities of North and South, which exploits and appreciates the
strengths of each tradition, will enhance the prospects of placing Ireland
among the premier tourist destinations in the world.

198

Chapter 5

Conclusions
5.1

Introduction

The current study is an assessment of the tourism industry in Ireland
and the various adverse factors that it encounters while actively engaged
in marketing Ireland abroad. Underpinning this study is the analysis of
the perceptions of thirteen people whose remit in either public or
professional life allows them to speak with authority on this subject
matter.

These include both key senior executives and relevant

politicians, among them the current Minister with responsibility for the
tourism portfolio.

As a result, the study provides an insight into the

tourism industry which draws on the perceptions of well-informed people
in this sector.

The conclusions that follow are based on the data

generated from the author’s field research in conjunction with relevant
literature in tourism.

5.2

Review of Main Findings

Previous studies on the tourism industry in Ireland have predominantly
focused on ‘people, pace and place’, (cf. O’Connor 1993) and their impact
on the tourist industry. This current study examines the changes that
have occurred in recent years to the ‘people, pace and place’, or what is
often colloquially referred to by the tourism industry as the “Cead Mile
Failte”. This study has found that there have been many changes in the
‘Irish welcome’, namely, that it is proving to be incrementally elusive, and
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not an experience to be readily enjoyed by today’s tourist.

This thesis

also reviews the confusion regarding the branding of Ireland in the past,
its current position, the uncertainty arising from the organisational
changes within Bord Failte, CERT, and the Northern Ireland Tourist
Board, their amalgamations, and the establishment of Tourism Ireland
Limited. Ancillary features of this current study include the examination
of the unforeseen and uncontrollable circumstances that arise and
adversely affect the tourism industry in Ireland.

Many of these are

extraneous, and are out of the control of the industry and its strategic
planning.

In 2001, the destination marketing of Ireland suffered

enormously as a result of such adverse factors as Foot and Mouth, and
the American atrocities of September 11, 2001.

This study has found

that, although the industry made some recovery in the short-term after
the disasters of 2001, the threat of war in Iraq in 2003 was soon to
stymie such progress, and the tourism industry finds itself facing an
even bleaker season in 2003.

Me Caughren and Sweeney (2003) note

that concerns over a war in Iraq and fears of possible terrorist attacks
around the world are causing Americans to put travel plans on hold.

5.2.1

Branding

Bord Failte has had the sole responsibility of marketing Ireland both
internationally and in the domestic market since 1952.

In 1996, Bord

Failte

as

sought

to

re-brand,

and

reposition

Ireland

a

holiday

destination; consequently, it commissioned a completely new and fresh
approach to marketing Ireland.

This new approach encompassed an

entirely new brand image and logo for Ireland.
called Tourism Brand Ireland.

This new brand was

Much controversy ensued, resulting in

the commissioning of yet another new logo. Arising from this, there were
numerous variations of the logo in use concurrently, and, consequently.
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there was much confusion.

This period was a very uncertain one for

Irish tourism, as many in the industry believed that the repositioning
and new brand image for Ireland did not achieve what it had set out to
do.

It was also considered that the target market did not constitute a

realistically achievable goal (Khan,

1997).

The new brand image.

Tourism Brand Ireland, had its sights on a more affluent market,
involving an expensive and extensive marketing campaign.

This new

brand image was carried through to the new tourism body, Tourism
Ireland Limited.

“Tourism Brand Ireland has been taken over by

Tourism Ireland Limited, and it is the Brand Marketing of Ireland”
(Chapter 4: 109).

5.2.2

Bord Failte and CERT

Since its inception in 1952, Bord Failte had been regarded as a
successful company that had achieved worldwide recognition.

It was a

company that had a recognisable brand name and one that had enjoyed
acclaim both at home and abroad for its achievements in the destination
marketing of Ireland. With an ever increasing competitive market place,
change was inevitable and the year 2001 brought about this change,
with the establishment of Tourism Ireland Limited. “You are speaking to
Bord Failte in its last few months as an organisation” (Chapter 4: 105).
From January 2002, Tourism Ireland Limited took sole responsibility for
the international marketing of Ireland, with domestic marketing and
product development left to Bord Failte,

This study found that Bord

Failte had become outdated and was also experiencing escalating
overheads.

Bord Failte had found it necessaiy to use some of the

destination marketing budget in order to survive. This was a debilitating
situation, as the company was no longer cost effective.

In the

international arena, Ireland strove to survive and to further increase its
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visitor numbers, therefore, all monies allocated to the marketing budget
were vital. It no longer made commercial sense to keep Bord Failte, after
Tourism Ireland Limited had been established.

This current research found that CERT, the State body responsible for
training in tourism, had also become outdated, and consequently, a
merger was proposed between Bord Failte and CERT.

The consensus

among those interviewed in this study is that it is a good idea to form
this merger, as it will be cost effective in the long run. “I think that the
merger with Bord Failte is a good idea” (Chapter 4: 118). The result of
this merger is the establishment of the National Tourism Development
Authority, which is to be called Failte Ireland. The aim of Failte Ireland
is to oversee and spearhead the development of the tourism industry in
Ireland, and to address the challenges that the industry now faces.

It

will strive to make the industry more competitive, and is expected to be
more vigorous, aggressive and forward thinking.

The future for Failte

Ireland as a company will be a challenging one, and it could yet hold the
key to Irish tourism, in the event of any problems arising in Tourism
Ireland Limited. “If anything were to happen to Tourism Ireland Limited,
there would be a fall back position” (Chapter 4: 124).

5.2.3

Tourism Ireland Limited (TIL)

As outlined in Chapter 4, Tourism Ireland Limited was predicated on the
Good Friday Agreement. The function of this company is to develop and
expand the international marketing of Ireland on an all-island basis. The
establishment of this company ensured that Ireland would be in a better
position to compete in the international marketing arena as the sole
function of TIL is to market Ireland both North and South to foreign
markets.

“There is a need to follow what has been done in other
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countries which is to separate out the international marketing” (Chapter
4: 130).

Tourism Ireland Limited comprises of staff from both Bord

Failte, and the Northern Ireland Tourist Board. In the past, Bord Failte,
and the NITB had benefited from working together on some international
projects and TIL became an extension of this relationship. “We set up an
office in Regent Street in London, staffed by the two boards in the late
1980’s, and cooperating has been a gradual progression” (Chapter 4:
127). As already discussed in Chapter 4, Bord Failte will cease to exist
by the end of 2003, but the NITB will continue as an organisation in the
North of Ireland.

5.2.4

Cead Mile Failte

5.2.4.1

People

In the past the tourism industry in Ireland relied on the people, pace,
and place to sell the Irish experience abroad.

This worked well as a

marketing tool, as Ireland had an image of being a friendly island with an
easy pace of life, together with stunning scenery. As already outlined in
Chapter 4, this study has found that the Irish ‘Cead Mile Failte’ has
changed, and that Ireland is no longer perceived to be as welcoming as it
was. It the past, the Irish, particularly in rural areas, had the time and
interest to interact with tourists, but this has changed, and the native
Irish are no longer as aware of the importance of friendliness towards
visitors. Devlin’s (2002) verdict on the Irish ‘Cead Mile Failte’ is that it is
wearing thin.

All interviewees in this study concur and state that the

Irish welcome is “dying” and that Ireland as a nation would need to
become aware of the implications that this will hold for tourism.

“The

Failte is becoming a little frail around the edges and a little bit tarnished
as a result of the way Ireland has changed in recent years” (Chapter 4:
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136).

One of the aims of this current study was to investigate the

reasons for such changes in the Irish way of life.

5.2.4.2

Price

One of the findings of this study suggest that Ireland is more concerned
with making money, and has lost sight of the long-term goal of customer
satisfaction and the preservation of same. According to the findings in
Chapter 4, Ireland has become an expensive destination.

“Businesses

are inclined to charge too high a price during the good periods” (Chapter
4: 162).

This study has also found that current customer satisfaction

levels with Ireland as a destination only stand at one third, as opposed to
two thirds in the early nineties.

This finding supports the theory

proposed by (Sheridan 1999) that the “new Ireland of the welcomes is
overpriced, under-serviced and distinctly unfriendly”.

5.2.4.3

Non-Nationals in Irish Tourism

As already outlined in Chapter 4, tourists to Ireland expect to interact
with the native Irish in order to believe that they are having an authentic
Irish

experience.

In

the case

expectations are not met.

of hotels

and

restaurants,

their

“Americans reacted quite negatively to non

nationals because they wanted to experience the image of the Irish
person up front” (Chapter 4: 145). These findings support those of Felle
(2001) which suggested that visitors to Ireland expect to deal with the
native Irish in front line positions. The reason for the lack of availability
of Irish staff is that, predominantly, the Irish are working elsewhere in
order to obtain higher wages. This can also be attributed to the ‘Celtic
Tiger’. “If Irish people are not prepared to do it, then you have to get staff
from somewhere” (Chapter 4: 141).
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5.2.4.4

Changing Irish Landscapes

As discussed in Chapter 4, the Irish landscape or ‘place’ had radically
changed in the interest of tourism.

As noted in Chapter 2, the Irish

landscape has been fundamentally and irrevocably altered as a result of
the expansion in the golf industry (O’Byme, 2001). This current study
has found that the golf industry in Ireland is a major contributor to the
tourist industry and that it is a vital component of the overall product
range that Ireland has to offer. “Golf courses are a very definite asset to
Irish tourism” (Chapter 4: 149). It is paramount that Ireland can offer a
varied choice to the golf tourist.

This current reseai'ch has found that

tourists come to Ireland for golf alone.

“Many tourists come to Ireland

specifically to play golf and this is a fact” (Chapter 4; 149). The findings
of this study can state that, while all respondents believe that the
development of the golf industry is a positive thing for Ireland, all
expressed the opinion that the development of other structures, such as
interpretative centres, etc., should be monitored carefully in order to
ensure that they do not cause irrevocable damage to the natural
landscape.

5.2.4.5

Access to Land

Another adverse factor that has been outlined in Chapter 4 is that of
restricted access to land and historical sites by owners.

This current

study can acknowledge that this is another factor of modern Ireland,
and, invariably, it has a negative impact on hill-walkers and tourists
alike. “Access for tourist walkers is a major barrier for the industry as
many farmers are not happy with people trampling their land” (Chapter
4: 154). This research has found that landowners are not happy to allow
free and unrestricted access to their land as they are afraid of running
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t±ie risk of being sued, in the event of an entrant injuring themselves.
“High insurance costs are largely adding to the problem” (Chapter 4:
154). Hill-walkers, walking tourists, and, indeed, people visiting sites of
interest that are privately owned, now run the risk of being asked politely
to leave, or, as reported by Clifford (2002: 24), not as politely as one
might expect.

5.2.4.6

Crime

In relation to the crime rate in Ireland, this current research has found
that all those interviewed believe Ireland to be a relatively safe
destination. “Ireland is lucky in that it enjoys a relatively low crime rate”
(Chapter 4: 164),

Even though Ireland, like all other destinations, has

elements of crime, some minor and some more horrific, comparatively,
Ireland was found not to be as bad as other destinations. This finding
supports that of O'Keeffe (2001), where it was noted that Ireland had one
of the lowest crime rates in Europe. In general, this current study found
that crimes against tourists have generally increased worldwide, and this
is a worrying trend for global tourism.

5.2.5

The Foot and Mouth Crisis

After the Gulf war in the early 1991, the tourism industry had enjoyed
ten years of sustained and unrestricted growth in the market place. This
current research has found that this growth ended suddenly when
Ireland was relatively shut down as a result of the Foot and Mouth crisis.
The perception by many tourists was that Ireland was inaccessible
Guidera, (2001). The crisis highlighted how an extraneous event such as
one outbreak of Foot and Mouth could reverse the trend immediately.
Sargent (2001) criticised the Irish government and claimed that they had
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abandoned Ireland’s second industry, tourism.

Sargent believed that

they should have taken a more co-ordinated approach to managing the
crisis (in Downing, 2001). As already outlined in Chapter 4, this current
research found that there was a mixed reaction to the crisis.

Some

people believed that the government did everything in their power at the
time to contain the virus, while saving the agriculture and tourism
industry; others did not. “It was necessary for Joe Walsh to do what he
did in relation to the Foot and Mouth crisis (Chapter 4: 169).

The findings of this current study also reveal that there was a great deal
of bitterness towards the Department of Agriculture. “We were under the
total control of the Department of Agriculture” (Chapter 4: 168). Of those
interviewed for this current study, many believed that the restrictions
that were implemented at the time were far too grave, and, in particular,
the cancelling of the Saint Patrick’s Day Parade, was highly criticised.
“Frankly, I thought that it was over the top to cancel the St. Patrick’s Day
Parade (Chapter 4:169).

Lucey (2001) concurs and notes that the cancelling of the parade was
premature (2001).

“The symbolism of cancelling the parade was

devastating” (Chapter 4:169.) This current study found that the tourism
industry was unprepared at the time, and its modus operandi did not
encompass either the philosophy or the practical awareness to ‘expect
the unexpected’.

Humphreys (2001), stated that the impact of the foot

and mouth crisis could have been worse, and that the figures at the time
were exaggerated (2001: 7). The findings of this current study support
Humphrey’s theory, as it was found that the impact of the crisis was
short lived and exaggerated. One of the main findings from this research
is that the industry was totally unprepared, and did not have a
contingency plan to cope with the crisis when it arose.
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5.2.6

September 11, 2001

As discussed at length in Chapter 4, the atrocities that occurred in the
United States of America were horrific. These tragic events dramatically
impacted on the global tourism market, and, inevitably, Irish tourism.
The impact of the tragedies was far reaching, rapid, and sustained. All of
the interviewees in this current study conclusively agree that the
collateral

effects

of

these

inestimable for Irish tourism.

atrocities

were

both

devastating

and

American confidence was immediately

eroded, as it was the first time in history that Americans were attacked
on home ground. The debilitating effect of fear is clearly demonstrated in
the aftermath of the Twin Towers attack. Americans suddenly became
more than anxious where flying and travelling abroad was concerned.
“Confidence is a very fragile thing and once it is lost it takes a lot of
coaxing and confidence building to return to any form of normality"’
(Chapter 4: 179).

The cessation of travel by the Americans had a profound impact on Irish
tourism, as, according to Coffey (2001), Ireland needs Americans.
Americans

contribute

approximately

one-quarter

exchange earnings for Irish tourism (2001: 4).

of

total

foreign

The findings of this

current research support Coffey, as it was found that, when the
Americans stopped travelling, the tourism industiy in Ireland fell to an
all-time low. “The tourism industry is still trying to come to terms with it
and it will take some time for the whole crisis to stabilise, especially with
American confidence at a whole new low level” (Chapter 4: 178).

The airline industry did not escape the crisis, and, immediately, they
reduced the number of transatlantic seats available to travellers.

This

had a further impact on Irish tourism, as it greatly restricted the
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numbers that could travel.

‘*It was impossible to get a seat on a flight

from America to Ireland and vice versa” (Chapter 4: 183). This current
study found that the situation began to ease gradually after September
11, and normality was reasserting itself, even if at an extremely slow
pace. “I have learned that things come back; even though I didn’t think
that anyone would ever fly again” (Chapter 4: 180).

This study found

that, even though the tourism industry had begun to show signs of slow
recovery, it was almost immediately set back again as a result of the
threat of war in Iraq. “As long as George Bush keeps talking about w^ar
in Iraq, people will have sustained fears about travelling abroad”
(Chapter 4: 179).

This current research can state that the tourism

industry in Ireland will not enjoy recovery or growth in the short-term,
because of the adverse and negative impact of a looming war in Iraq.

5.2.7

Northern Ireland

From 1969 to 1974, the North of Ireland was tinsaleable’ as a result of
the violence there.

This situation would not improve until there was a

cessation of violence resulting in a perception amongst tourists that it
was safe to visit Northern Ireland again.

Once the ceasefire was

implemented however, the tourism industry in the North prospered. As
outlined in Chapter 4, the new company that was established to market
Ireland internationally resulted directly from the peace process and came
under the auspices of the Good Friday Agreement.
known as Tourism Ireland Limited.

This company is

“Tourism Ireland is predicated on

the Good Friday agreement and the implementation of the Good Friday
Agreement” (Chapter 4: 191).

An important finding in this current

research is that, for the first time in the history of Irish tourism, the
establishment of Tourism Ireland Limited enabled Ireland to have a
completely separate company for international marketing. According to
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the findings of this current study, the major disadvantage for Irish
tourism is that this new company TIL was initiated primarily as a result
of a need to further the peace process, and not necessarily to better
tourism. This current study found that there is a perceived risk involved
in the amalgamation of the marketing of tourism both North and South.
“It is necessary to take iDold steps’ and risks in order to enjoy further
gain.

Finding peace in the North requires people to take chances”

(Chapter 4: 192).

The respondents in this current research were not all in agreement as to
whether this new body, TIL, would work in the long-term.

The

respondents agreed that, in theory, taking marketing budgets into
consideration, it is a good idea to have one company to market Ireland
internationally, even though the size of the market in the North of Ireland
is small. “The tourism industry in Killamey alone is bigger that all of the
tourism industry in Northern Ireland” (Chapter 4: 195).

The main

concerns of those interviewed related directly to whether the Peace
Process would last in Northern Ireland as the Northern Assembly is
currently down.

This current study also found that Paul OToole, Chief Executive of TIL,
had two conflicting views on the situation.

On the one hand, OToole

believed that one of the main concerns for tourism in the North was the
instant relaying of bad news by the international media.
OToole,

According to

this would affect the overall perception of Ireland as a

destination. “Other places are fortunate enough that they don’t have 100
media camped on their door step waiting with bated breath for a stoiy.
When you have an incident, it undermines all the work that you have
done” (Chapter 4: 194).

On the other hand, OToole also believes that

many tourists are not at all aware of the situation in the North of Ireland
and states that the tourism industry in the South will not be
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compromised by that of the North of Ireland.

“I believe that there are

visitors to this country who would not know if Leitrim or Fermanagh are
in the North or the South of Ireland. Tourists see Ireland as a little dot
on the left hand-side of Europe, and unless they have their homework
done, I don't believe that they are aware of any trouble” (Chapter 4: 194).

The findings of this current study indicate that, if there were to be a
continuation of violence in Northern Ireland, the implications for Irish
tourism would be negative.

With the marketing of Ireland on the

international front being carried out on an all-Ireland basis, potential
tourists will find it difficult to distinguish between what are considered
the safe and unsafe areas of Ireland.

Underhill (2003) states that the

peace process never happened in the way that was thought, and that the
gangs in the North of Ireland are making far too much money from
organised crime to cease activities. Underhill further notes that, for the
fourth time in four years, the government set up under the peace
process, consisting in a power sharing arrangement between Catholics
and Protestants, has been suspended amid inter-party squabbling. The
North of Ireland is once again under direct rule from London.

5.3 Recommendations for Future Research

As outlined earlier, the predominant focus of previous research into the
destination marketing of Ireland was on ‘people, pace, and place'. Much
research had been undertaken by Bord Failte in the form of the visitor
attitude surveys in the past.

The Visitor Attitude Survey is constantly

conducted by Bord Failte in order to establish the expectations and
preferences of visitors to Ireland. In addition, other authors have written
extensively on the subject of an Irish Welcome', or the ‘Cead Mile Failte'.
Although this is a much researched topic amongst authors, further

211

research needs to be done on a continuing basis, as it is a human
phenomenon that is constantly changing.

This arises from the reality

that, like all consumer products and services, people’s attitudes, needs
and wants constantly change.

Future research could concentrate on

how the Irish, as a nation, could invest in their own future, and become
more aware of the tourist industry and its contribution to the exchequer.
Further research could explore methods and incentives to motivate the
Irish as a nation to become more welcoming and more tourist aware.

As identified in Chapter 4, the tourism industry needs to be prepared to
‘expect the unexpected’.

This current study found that Ireland did not

have any form of contingency plan to cope with the crisis that arose in
2001. This area would certainly merit extensive research, as this current
study found that it was the lack of contingency planning that had real
impact on the Irish tourism crisis in 2001. An assessment of strategic
planning and implementation for the tourist industry could form the
basis of research, with particular reference to extraneous and adverse
factors.

The findings from the interviews in this study were most diverse in
relation to the situation in Northern Ireland.

Most respondents, while

considering the merits of Tourism Ireland Limited, still erred on the side
of caution, as it was generally believed that the political situation is still
volatile.

An interesting area for further and more extensive research

would be to examine if the tourism industry in the South was wise in its
decision to embark on a formal joint partnership with the North in order
to internationally market Ireland abroad.

The interviewees also spoke of the fact that Ireland was among the few
countries that had not previously established a separate company for the
international marketing of Ireland, and that it was only now following the
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example of many other nations, such as Malta and Great Britain, with
the establishment of Tourism Ireland Limited.

Another area of interest

for further research would be a comparative study between the strategic
planning and marketing of Ireland and other similar tourist destinations
such as Malta, Britain or New Zealand.

As already mentioned in Chapter 2 of the literature review, the filming of
movies on location in Ireland has helped to promote Ireland abroad, in
the past. In particular, according to Khan {1998: 3), movies such as the
Quiet Man,

Ryan's Daughter,

and

Michael Collins,

etc.,

inspired

Americans to visit Ireland the country in which these movies were made.
Some of the interviewees mentioned the importance of the film industry
to tourism, and noted that New Zealand had enjoyed increased visitors
from abroad as a result of the filming of The Lord of the Rings on location
there.

Further research into the merits of the film industry and its

importance for tourism would make an interesting study.

As identified

by some of those

interviewed,

there

is a lack of

regionalisation in tourism, as Tourism Ireland cannot promote one area
over another.

Local areas are not allowed to advertise on the national

tourism literature.

As already discussed, the sole function of Tourism

Ireland Limited is to market Ireland as an entire island, and not on a
regional level. According to the Minister for Tourism, John O’Donoghue,
destination holidays are a matter for regional tourist organisations, and
there are currently eight of these throughout the country. According to
the Minister, these organisations would like to have an input into the
tourism industry, but he believes that “It is a bit like the size of a pot
hole in a road, everybody has an opinion, but none necessarily may be
correct”. The Minister believes that there is far too much duplication in
the industry. An assessment of these regional organisations would be an
interesting

study

in

order

to

ascertain

whether

they

contribute
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significantly to the tourism industiy at a local level, and if, in the future,
they should be allowed to contribute to the marketing of Ireland, and
allowed to advertise on tourism literature.

Another area that would merit research is the question of why the
Department of Tourism is not an independent and separate department,
given the economic importance of this sector to the Irish exchequer.
Although tourism is the second largest earner for the Irish exchequer, it
does not have a department of its own.
known as Arts, Sport and Tourism.

The present department is

The interviewees in this current

study noted that tourism was never a department in its own right under
any government, and that there had not been a Department for Tourism
until Taoiseach Jack Lynch introduced it in the 1970s. Padraig Faulkner
was appointed in 1977 as the first Minister for Tourism. The department
was called Tourism and Transport (Bord Failte, 2000). All interviewees
believed that, in the present department, the areas of Art, Sport and
Tourism were complementary to each other, but stated that it would be a
better option if tourism could operate a department of its own, given its
importance to the Irish economy.

A development of this study could

examine the crises of 2001 in an attempt to ascertain if tourism, with its
own

department,

might

have

managed

matters

differently,

most

particularly in the area of contingency planning.

Finally, given the potentially adverse conditions that both global and
Irish tourism may face as a result of the unrest in Iraq, coupled with the
consequent reluctance of Americans to travel, a further study into the
viability of Irish tourism without a major reliance on American visitors
would make an interesting study.
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5.4 Conclusions
This study has addressed the issues pertinent to the tourism industry in
Ireland and the constant adverse and negative factors that are at force.
The study distinctively focuses on the many adverse factors that gravely
impact on Irish tourism.

Semi-structured intei'vie'ws, conducted with

thirteen top executives and politicians, provided the data analysed in
Chapter 4. These qualitative findings provide an informative insight into
Irish tourism and the many crises that it encounters.

The primary conclusions of this study confirm that Irish tourism had
enjoyed tremendous growth through the 1990s, but the adverse factors
arising from the crises of 2001 quickly deflated the industry. The period
since the spring of 2001 has presented the Irish tourism industry with
one of the most challenging periods ever experienced. The arrival of the
Foot and Mouth crisis was followed in close chronological sequence by
the tragic events of September 11, and the combined impact resulted in a
significant down-turn in the industry.

Ireland had suffered in the past

from a similar incident with the gulf war in 1991, but recovery was
relatively fast, once the crisis had vanished.

This study can conclusively state that any form of terrorism has a severe
and

devastating

internationally.

impact

on

tourism,

both

domestically

and

In the case of Irish tourism, this fact is exemplified in

the punitive and negative impact of the troubles in the North of Ireland
over many years; indeed, at their height in the early 1970s, there was a
palpable paucity of international tourists.

On a global front, this was

further evident when Americans refused to travel as a result of the gulf
war in 1991, and again after September 11, 2001.

The year 2003 has

brought yet another threat of war commensurate with the unstable
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situation in Iraq, with Americans yet again being reminded that it is safer
to remain at home.

The major question for world tourism and, in

particular, Irish tourism, is how can it survive crisis upon crisis and
steer the industry through such world instabilities?

This study has highlighted the importance of the American tourist.
Americans have the highest spending power available to our tourism
sector, and their absence has left a major gap in the market. Ireland will
have to be both proactive and creative in its endeavours, if it is to ensure
the viability of this key industry. This will demand the accurate targeting
and stimulation of the domestic market in particular, and other
contiguous market sectors in general, if it is to survive.

If world travel

has slowed momentarily, then, correspondingly, so has the travel by the
native Irish. To target this market would be a clever strategy, and one
that, according to the findings of this current study, helped the industry
to survive the horrific year of 2001.

This research has highlighted the difficulties in relation to staffing
experienced by many establishments in the tourist industry.

Many

hotels and restaurants have been forced to recruit from abroad in order
to have a full complement of staff.

In general, tourists would prefer to

encounter Irish staff in front-line positions, so as to find out accurate
information regarding the local area.

Some interesting solutions

identified in this study are the many programmes that are currently run
by CERT. One such programme seeks to integrate non-nationals into the
Irish work force by placing them in a particular area for a period of time
so as to educate them in the local culture and folklore. This programme
has enjoyed much success, and could hold the key to the solution of
staffing issues.
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This study has identified that it will be imperative for Tourism Ireland
Limited to establish itself as an independent marketing company for
Ireland and to disassociate itself from the political considerations from
which it originated.

This will be an important issue for the tourism

industry as long as the situation in Northern Ireland remains delicate.
Northern Ireland currently receives 50% of all tourism funding, even
though its product is only the size of Munster. A distancing of itself from
the political climate surrounding the troubles in Northern Ireland will be
essential for the long-term prospects of Tourism Ireland Limited. Such a
perceived independence and separation would lend it an enhanced
placing in the international arena, with its defining recognition being that
of an international tourist body with no political connections or
affiliations.

Given whatever scenario, whatever crisis, whatever adversity, Ireland has
all the ingredients necessary to make it a wonderful destination for any
tourist: colourful history, rich culture, music in variety and abundance,
truly great writers, diverse and stunning scenery, exciting sports.

The

luxury of marketing a premier product such as this is now the primary
responsibility of Tourism Ireland Limited, internationally, and Failte
Ireland, domestically. These bodies have to be aware that the prosperity
of Ireland as a nation, from the greatest hotel and golf course to the lone
village craftsman or singular bed and breakfast, is depending on their
enthusiasm, sense of purpose, and creativity.

In concise terms, the

national economy of Ireland is placing the onus on both of these tourist
destination marketing bodies to meet this challenge continuously,
effectively, and successfully.
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Appendix A: List of Interviewees
Date Interviewed

Name

Title

John Brown

Senior Public
Relations Manager
Bord Failte

14 Aug.

2002

2 Dan Boyle

Green Party, T. D.

18 Sept.

2002

3 Tony Linehan

Director of Training &
International Projects
CERT

16 Sept.

2002

Former Chairman
Bord Failte

12 Feb.

2003

Hotel Manager
Four Seasons, Dublin

14 Sept.

2002

1

4 Mark Mortell

5 Michael Newcombe

6 John O’Donoghue

7 Paul O Toole

8 John Power

Minister for Arts, Sport
& Tourism
08 Nov.

2002

Chief Executive
Tourism Ireland
Limited

16 Sept.

2002

Chief Executive
Hotels Federation
Of Ireland

14 Aug.

2002
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List of Interviewees
Name
9

10

Professor
Tom Raftery

Laughlin Rigby

Title

Date Interviewed

Secretary Fota Trust

15 Oct

2002

Brand
Coordinator
Tourism Ireland Ltd

14 Aug.

2002

11

Brendan Ryan

Senator

07 Oct.

2002

12

Fiona Ryan

Public Relations
Specialist 8& Corporate
Manager Tourism Ireland

14 Aug.

2002

Barrister at Law

18 Oct.

2002

13

Lucy Walsh
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Appendix B
The Interview Guide
Is it still the function of Bord Failte to develop, promote and
market the Irish tourism industry at home and abroad?
Was Tourism Ireland bom from the Arthur D. Little report, which
stated that Bord Failte should be restructured internally?

•

Why in your opinion was it necessary to change the structures
that existed within Bord Failte, when it was found in the Little
report that Bord Failte was one of the best tourism organisations
in the world and also the most recognised?

•

Do you think that the confusion and outcries regarding the
shamrock logo were justified?

•

Do you think that the new all-embracing logo was a marketing
mistake?

•

What is the function of Tourism Ireland Limited?

•

Do you think that there was a lot of confusion in the past
regarding the marketing of Ireland in terms of branding and logo
etc?

•

Is Tourism Ireland under staffed?

•

Is Tourism Ireland targeting a different type of market to that of
its predecessor?

•

What role will the new body consisting of Bord Failte and CERT
have?

•

Why are tourists attracted to Ireland, in your opinion?
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•

Are tourists expectations met on an Irish holiday?

•

Does Ireland of the Welcomes’ still exist?

•

Many tourists complain in particular about high prices. Can
anything be done to address this problem as Ireland could be in
danger of losing competitiveness in the long term if this problem
is left to continue?

•

To what extent can tourists who embark on a hill-walking holiday
be assured of access by landowners, or, what guarantees have
they that the landscapes will meet expectations?

•

In modem Ireland you are more likely to get you breakfast from a
‘Latvian than a Leitrim colleen’. Would you consider that the lack
of Irish staff in Irish hotels and restaurants is affecting the overall
effect of an authentic Irish experience for tourists, and therefore
is the face of Irish tourism currently misrepresented?

•

Would you consider that hotels and restaurants do not pay
enough attention to training skills and are just interested in
getting the job done?

• Will CERT and the new body address the issues relating to
staffing and training?

• Is Ireland a safe tourist destination in your opinion?
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Would 3^ou consider that it was just for the tourism industry to
have to play a lesser role to the agricultural industry during the
foot and mouth crisis of 2001?

Was the Department of Agriculture determining tourism policy
during the foot and mouth crisis?

During the foot and mouth crisis was there a decimation of one
industry in order to save another, especially with the closures,
restricted access, and particularly the cancellation of the St.
Patrick’s Day parade?

Should the Government have taken a stronger coordinated
approach in order to manage the foot and mouth crisis?

Do you think that the tourist industry handled the foot and
mouth crisis correctly from a PR point of view, considering that
the majority of Americans thought that the disease was highly
contagious to humans through contaminated food products, and
also the fact that potential tourists perceived that Ireland was rife
with the disease as they could not distinguish between out
breaks in Ireland and England?

It has been reported that the tourism industry exaggerated the
extent of the foot-and-mouth crisis as figures from the Central
Statistic Office showed that visitor numbers were only down by
2.4% for the first quarter of 2001, and that North American and
European visitors actually rose. Would you agree with this
statement?
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•

Were the terrorist attacks on the US the worst events to ever hit
the tourism industry?

•

With the loss of American confidence and their reluctant to
travel, can anything be done to improve the future prospects of
the industry?

•

Has the targeting of the domestic market been a successful one
for the tourism industry and did it compensate for losses?

•

Has there been a positive reaction by the British market to the
marketing drive undertaken by the Irish tourist industry?

•

Strategic thinking and planning are always to the forefront of all
marketing campaigns. What strategies have Tourism Ireland in
place if the tourism industry were to experience another year like
2001?

•

Given the widespread enthusiasm of the media to broadcast the
troubles in Northern Ireland to the world, will the marketing of
Ireland as an entire island under the Good Friday Agreement
work in the event of a continuation of violence, or will it be the
case that the tourist industry will have to revert to its old
position?

•

Will partnership work to improve tourism or is it just another
step in the peace process?

•

David Trimble, speaking at a meeting of the Institute of Directors
in Dublin in May 1996, attacked the idea of a joint tourism
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authority and objected to the use of ‘Gaelic’ imagery, eg,
shamrocks, Irish music and Guinness, as Northern Ireland has
completely

different

traditions.

How

is

Tourism

Ireland

addressing the different attitudes and traditions when it markets
Ireland as an entire island?

Is the tourism industry in the south compromised by that of the
north, considering that the tourism revenue in the north of
Ireland is equivalent to that of Kerry?

Would the Republic of Ireland have been better off going solo, in
marketing Ireland in an even increasing competitive market
place?

Does Tourism Ireland have a contingency plan if the peace
process fails?

Moorhead has stated that the Northern Ireland Tourist Board has
always been enthusiastic about its links with Bord Failte, but the
converse has not always been the case. Would you agree with
this?

How do you feel about the blurring of boundaries between
tourism and other leisure activities in the Department of Arts,
Sport and Tourism?

Is tourism demoted to the end of a triple

portfolio?

Does the Hotel Federation have much of an input into the
marketing of Ireland, or is it left to Bord Failte and Tourism
Ireland?
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•

Would you consider that golf tourism is a major growth sector,
or, is the market over serviced?

•

Does the golf industry justify the onslaught of all the new courses
that have mushroomed recently at the expense of beautiful
parklands like Carlton house, or, landscapes like the Old Head of
Kinsale?

•

What is the current function of CERT?

•

When will CERT as a body cease to exist?

•

What will be the function of the new body?

•

What role will CERT have within this new body?

•

Will this be entirely a training body?

•

Will CERT in its new role have an important part to play in Irish
tourism?

• Do you consider that it is a good idea to merge CERT and Bord
Failte?

• Do you think that the interpretive centre at the Cliffs of Moher
should proceed in the interests of tourism?

•

Are tourists and the progress in the name of tourism destroying
our heritage and landscape?
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•

Would you consider that the restrictions of access by landowners
to heritage sites is damaging the tourists industiy?

•

Is there a need for regionalisation in marketing Irish tourism?
Should there be more delegation?

•

The tourist industry has been criticised for promoting the same
places all the time and as a result the marketing of Ireland lacks
certain freshness. Would you think that certain parts of Ireland
are ignored?

• Access to the island of Ireland is vital to our tourism industry.
Are there any plans to improve access?

•

Could a programme be introduced in order to encourage Irish
people to be more tourist aware as tourism is our second biggest
earner?

•

Would you consider that Ireland should follow the Continent and
have compulsory displaying of basic prices like coffee, teas,
cakes, etc., outside the premises?

•

Tourism Ireland acknowledges that its target market is affluent
as Ireland is an expensive destination, do you agree with this?

•

Eveiy marketer has to justify the marketing spend. Has the €4.5
billion that has been invested in tourism in the last ten years
been justified and have the profits justified the marketing spend?

•

Has the law become more favourable towards the landowner?
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Can a landowner legally prevent access?

Is there a proper balance between the rights of tourists and those
of private property owners?

These questions were the lead questions for each of the areas explored in
the interviews. Supplementary questions were asked where appropriate
in order to explore more fully the experience of the interviewees.
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